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Our Birthday was October 12th— 


We’re 20 Years Old! 


How time does fly. Here we are a great big grown-up factory with one hundred 
sixty-six thousand square feet of floor space; with an industrious organization of hundreds 
of men and women, manufacturing carloads of excellént builders’ hardware; with a large 
force of red-blooded salesmen over great stretches of territory. 


Only twenty years back we started with a litt!e factory of ten thousand square feet of space 
and large ambitions. 


Why have we grown up, do you suppose? Not because we have any secrets. We had no 
abundance of capital. No monopoly of materials. 


As we see it, our success is just the natural working of the laws of compensation. You get 
what you earn, something in return for what you give. 


We couldn't fool folks for twenty years. So the only deduction possible is that National 
Products and Service have been well worth the price. That National policies have been 
fair and right in dealings with its own people in the organization, with merchants and users 
of our merchandise. 


So while we rejoice at having so many friendly business associations, we also feel that our 
progress is the natural reward for industry and fair dealings. 


NATIONAL MANUFACTURING COMPANY 
STERLING, ILLINOIS 
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Making the Children 


Friends of Your Store 


Your Opportunity ol { /hang- 
ing Gloom Into Sunshine 
and Getting Closer to Your 


Future 


Patrons Through 
Medium ~ of Toys — 


What They Do in Wisconsin 


By JOHN A. MCNAMARA AND H. C. TELLER 


CRISP snap and zest to the air, 
A broken only by the rays of 

an October sun. Not a cloud 
in the sky. The joyous shouts of 
happy children building up their 
little muscles and adding a health- 
ful bloom to their little cheeks. 
Push-cycles, back-yard railroads, 
velocipedes, roller-skates, skipping- 
ropes and all the other implements 
of happiness in wild profusion. 
Seven o’clock and listening to the 
bedtime story snuggled up in papa’s 
lap. Little head begins to nod and 
off to bed in mother’s arms. 
Tousled little angel fast asleep in 
the well-ventilated room, dreaming 
of his toys and the story of Jack 
the Giant Killer, all rolled into one. 
Morning. Another day when games 
will be played, adventures will be 
gone upon and maybe a glimpse of 
that “ole fence” where Jack and 
the Beanstalk both flourished. That 
is the story of the healthy Ameri- 
can child of to-day. 

Literary critics have been very 
positive in their remarks about the 
present over-production of the 
“glad” books and have rightly de- 
nounced most of them as trash. 
Benjamin De Cassares, America’s 
foremost satirist, has recently writ- 


ten with much good humor and 
considerable irony upon the “Keep 
Smiling” slogan that seems to be 
gripping the public. He predicts 
a nation of blithering idiots if the 
advice is too closely followed. He 
is absolutely right. There is much 
too much forced optimism and ar- 
tificial smiling going on. But as 
for children— 

Children were made to be merry. 
There is nothing gladder than a 
joyous child; there is nothing sad- 
der than a toyless child. 


Planning for the Fall 


Surely it is time to plan for the 
big harvest in toy sales. It’s a fact 
that early toy buying was not up 
to the usual mark this year. Mer- 
chants were not actively in the mar- 
ket when the toy fairs were held 
in Chicago and New York, and they 
have let time slip along and are 
now facing a real season of demand 
with plans not fully shaped for 
their toy business. it is time to 
cover needs in toys. 

The manager of the toy depart- 
ment of a large Chicago jobbing 
house is of the opinion that much 
of the trade may be disappointed 
if it waits to place last-minute or 
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ders. “The makers have gone 
slow on production, because their 
sales have not been up to the mark, 
and I really foresee a demand 
which is going to outstrip the sup- 
ply. Goods will be searce before 
the holiday business is at its peak, 
and some items cannot be bought 
at all when last-minute rush or- 
ders are the rule. Every hard- 
ware man should get in his holiday 
toys at once. Delay is going to 
mean lost sales.” 

Asked what their policy is to- 
ward toys this year, the buyers of 
two large Chicago department 
stores agreed that the sales would 
be big and that there was every 
reason for getting stocks in now. 
The urge that the manufacturer is 
making for immediate business is 
not a selfish one. Only a few weeks 
must elapse before the public is 
buying toys, and there is little time 
left in which to select goods and 
get shipments. 

The “shop early” plan, which 
has been fostered by every news- 
paper and every store for a num- 
ber of years, has got into the 
blood of the people, and early buy- 
ing is sure to be a feature of the 
business this year, just as it was 
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last year. Some dealers say that 
all toys should be on display by De- 
cember 1, and if that is to be real- 
ized orders should have been placed 
weeks ago. To lose the early busi- 
ness is a real loss, because it comes 
at a time when the rush is not on 
and when the trade can be handled 
with the regular sales force and 
when better satisfaction can be 
given. Offers to hold goods for de- 
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dle them. They are sure to want 
a toy just a little bit more if they 
have picked it up and handled it, 
just as adults buy when they get 
an article in their hands, so the 
management likes to see the young- 
sters come in and have a good time 
around the toy department. 

It has become such a strong at- 
traction in the eyes of the children 
that mothers who miss their off- 
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cheap, flimsy, poorly made toys, 
“Let the bazaar store sell the cheap 
toys,” says one dealer; “we want 
nothing to do with them. of 
course, I do not mean such things 
as whistles, balloons and other 
goods, which at ten cents are good 
pieces of merchandise, but I mean 
the riff-raff stuff which is made up 
to sell at a low price—goods that 
lose a wheel the first day. Such 
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This is the season of the year when the backyard railroad becomes the indoor express and the children gather in 


livery until Christmas time is a 
good plan for stimulating early 
purchases. 


What They Are Doing in Wisconsin 


The Schroeder-Neilsen Co., Eau 
Claire, Wis., have a complete dis- 
play of toys, dolls and games on 
their shelves now and are doing 
a nice business in the department. 
“We keep toys out in sight the year 
around,” says Mr. Schroeder. “Then 
when school starts we put them 
up in front and begin pushing 
them, and business starts up more 
briskly as soon as we do that.” 

The Schroeder-Neilsen store has 
a step-like display arrangement in 
the store, and the toy department 
has its wares shown on these steps. 
The fragile goods are placed on 
the higher shelves, out of reach of 
the smaller children. But the kid- 
dies are allowed not only to look 
at the toys but are invited to han- 


the play-room for their recreation. 


spring think right away that they 
may be “at Schroeder’s.” 

What new idea ‘has taken a 
firmer hold of the hardware man 
than the toy idea? A few years 
ago they were little thought of and 
seldom seen in the hardware store, 
and now all the progressive stores 
have good toy departments. 

“My son has been after me to 
sell toys,” says Mr. Peterson of the 
Cash Hardware Co., Neilsville, 
Wis., “but I did not think much of 
the idea, but I did promise him I 
would investigate the matter. I 
have been doing so, and the state- 
ments of my brother dealers leave 
no room for doubt on the subject. 
They all say that toys are a mighty 
good line, so we will sell toys this 
year.” 


The Better Grade of Toys 


Hardware merchants are agreed 
that it does not pay to handle 


wares are not business builders. 
The parents condemn the store that 
sells such trashy goods. There is 
something big and fine about hard- 
ware. It has a dependable sound. 
People expect the things that we 
sell them to give service, and it 
is a reflection on our business to 
put out rattle-traps that drop to 
pieces. Sell good toys and build 
good will.” 

There isn’t the slightest reason 
for thinking that toy business will 
not be good this year. There are 
just as many kiddies as there were 
last year and many _ thousands 
more, and they are all going to be 
remembered this year. Fathers and 
mothers will make any sacrifice 
needed to give the earnest little 
ones a happy Christmas. Toys will 
sell well this year. No doubt about 
that. 

And the market for practical 
Christmas things is sure to be 4 
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You can put a whole lot in a toy window and not appear to crowd it. 
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For instance, this window, from the People’s 


Hardware Co., Gary, Ind., shows a great many toys. 


good one. Sleds, skates, skiis and 
other playthings which are just a 
little more useful than toys will be 
large sellers. 

Lost time in planning for the 
surely big holiday business will 
mean lost sales. Most hardware 
stores are “all set” on their holi- 


A good idea at this time is to show your carts and speeders. 


day goods, and those that are not 
will allow no grass to grow under 
their feet before getting action— 


-for, really, it is almost toy-time. 


By toy time we mean the time 
when toys are best sold which in the 
progressive hardware is every day 
in the year. However, it is the time 
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for the indoor toys and the fall toys 
that will lead to the Christmas toys 
and the winter toys. Every dealer 
who wants to make his store a leader 
in the community will not lose the 
opportunity to stock toys right 
away. Your job is to make every 
day toy time in the hardware store. 


both interested in this line in 




















Filling the Children Full of Joy 


“Take Care of the Children and They Will Take 
Care of You” Is the advice of Mr. Diemer of the 
American National Company, Toy Manufacturers 


NE of the most successful hard- 
QO ware dealers says this is his 

formula: “Take care of the 
children and they will take care of 
you.” He intimates that his present 
success and future growth depend 
quite as much on his attention to the 
needs of the young as catering to the 
wants of his older customers. 

As a little lesson in the right 
things to do to win success, his 
formula is important enough to hand 
down to the trade. 

“T have always kept the kiddies in 
mind,” he told me. “Just to show 
how well it pays, let me relate how 
one of my best customers was de- 
veloped. You know my window and 
floor displays always have some ar- 
ticle of appeal to the children. One 
day I had placed a handsome, rub- 
ber-tired velocipede in the window. 
This attracted the attention of a 
three-year-old youngster who was 
passing by with his father. I no- 


By WILLIAM L. DIEMER 


President, the American-National Co, 


ticed the child pull his father to the 
window, and from jis enthusiasm 
thought I would have the sale that 
day. 

“A few weeks later the little lad, 
accompanied by his dad, came in to 
purchase the velocipede. The father 
told me how they finally yielded to 
the pleadings of their son, especially 
after they considered how it would 
keep him out-of-doors in the sunshine 
and fresh air, and give him muscle- 
building recreation. Of course, the 
child would have no other velocipede 
than he had seen in my window. 


“While the father and I were ar- 
ranging for the delivery of the ve- 
locipede, the youngster was inspect- 
ing a Juvenile Automobile promi- 
nently displayed on the floor. I let 
him play without saying anything 
about it, but I was quite sure that 
before long I should make another 
sale to this same youthful customer. 
Nor was I mistaken in my judgment. 
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Some months later the fond parents 
purchased the automobile for him. 
All this happened three years ago. 
3ut the child still thinks of this store 
first, when one of his youthful de 
sires is to be fulfilled. Just to-day 
he came in proudly to buy a juvenile 
bicycle, which his dad had promised 
him, if he ‘passed’ in school. 

They Will Continue as Customers 

“And he will continue to come here. 
He will come here when he outgrows 
his present wheel and wants a larger 
bicycle. He will come here for his 
adult bicycle. When he has married 
and has a family of his own he will 
still come here and will trade in 
every line in the store where he 
bought his first real fun. 

“This illustration just bears out 
my formula. But the children do 
more than just bring their own ‘rade 
to you. Other children not and 
want a juvenile vehicle just like the 
one their playmate has.” 















When Mr. Farmer Comes to the County Fair 
The Hardware Man Is the One Who Gets the Benefits 


From the Exhibits at the County Fair—The Rural 
People Take a Holiday and Have Plenty of Time to Talk 


on you with them chores— 

how qd’ you think we’re 
goin’ to get a good start for the 
fair with you foolin’ away your 
time like that. I want to stop in 
at the hardware store and look over 
their shotguns, too, on the way 
down to the grounds.” 
' Fair week —fair 
week. 

That has just been the chief topic 
of many a community for many 
weeks back. 

Now it’s gone until another year. 

The agricultural fair is a big 
thing for any township or county 
whose agricultural association runs 
such an affair. 

It means weeks of work and plan- 
ning on the part of the association 
and the exhibitors, and, as the 
scheduled time approaches, every- 
one is sitting with his fingers 
crossed against the jinx of a bad 
weather man who may heartlessly 
decide at the last minute to con- 
nect up with the pipe-line of Jupiter 
Pluvius. 

Country fairs mean a lot to the 
hardware man, as well as to the 
farmer, too. 

They afford an opportunity for 
bringing his merchandise before 
the farmer at a time when the 
farmer is right there for the very 
purpose of seeing and visiting. 


ws ot there, Bill, get a hustle 


week — fair 


The Farmer Has Time 


Even though the self-same mer- 
chandise may be in your store or 
warehouse, Farmer Hopkins may 
come in for a purchase—for his 
purchase—but he is in too much 
of a hurry to stop and look at your 
new feed-grinder or corn-sheller or 
cream-separator. 

Now, how about it at the country 
fair? 

Farmer Hopkins runs _ across 
Neighbor Middlefield near your ex- 
hibit; they stop to pass the time 
of day and to inquire about all the 
folks; to comment on the large corn 
crop and to see if each has his silo 
filled yet. Farmer H. allows that 
if it doesn’t rain pretty soon, he’ll 
have to start carrying water for 
his cattle, for the hillside spring 
is almost all dried up. 


By A. H. VAN VorIs 


In other words, Hopkins and 
Middlefield are in a receptive mood 
for anything which may be of in- 
terest to them, and--they are not 
in a hurry. 

“Say, Hank, did you see that new 
patent stanchion that Van Voris 
has got over there? Come over 
here, I want to show you a drag- 
saw outfit I may buy this winter.” 

So here they come over to the 
exhibit. 

The hardware business covers 
such an extreme field that we can’t 
pretend to be specialists in all lines, 
so at our fair exhibits we always 
try to have at least one manufac- 
turer’s representative with us dur- 
ing these busy days. This year 
we were fortunate enough to se- 
cure the services of two such spe- 
cialists in two distinct lines of agri- 





Fair Week Hardware. 


cultural implements to help us out. 

If a farmer is interested in a 
grain drill, instance, we are 
ready to show him either the double- 
disk or the spring-hoe model. Here 
they are, right the ground be- 
fore him, wit! wheel jacked up 
so he can see how it works. 

We can open the top and show 
him how it is set for feeding differ- 
ent grains; here special box 
for grass seed; her: the set for 
speed of feeding, and right there 
is the little “clock” which marks 
off the acreage. 

Next to the grain drills is a two- 
gang plow, especially built for 
hauling behind a tractor; Mr. 
Farmer can operate the levers him- 
self to see just how it is going to 
work in the field. 

Next to it are several different 
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Every person that attended the 
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We have the complete line of WESTCLOX Watches and, Alarms; 
jost the thing for the farmer or schoolboy. ‘Prices $2.00 and up. ©) © 


Bargains in Pocket. Knives and Shears ~~ 

We have just been able to buy a few assortments of beaatifel.~ 

Pocket Kaives in many patterns (fancy handles)—our price g8c and $1.00, 

(regular $1.50 value). Alen a good assortment of Shears for s0c and up. 
DON’T MISS THIS OPPORTUNITY ON A REAL BARGAIN, 


Guns, Hunting Equipment, Ammunition. 
+++ +++ 


I, VanVoris Phone 55-W : 








Cobleskill 





Fair read this ad in the paper 


and many responded 


73 















































74 


types of hand plows—flat-land and 
hillside patterns at a varying 
range of prices. 

“There Goes the Aeroplane” 


We were just turning to the feed 
grinders when a sudden series of 
staccato explosions was _ heard 
over on a flat field near by the 
grounds, and both of our farmer 
visitors shaded their eyes against 
the sun, and sure enough-—-“There 
goes the aeroplane; how’d yuh like 
to take a ride in one o’ them things, 
Bill? For me, guess I’ll keep my 
old rheumatic legs onto old mother 
earth; them aeroplanes is too un- 
natural to suit me.” 

Messrs. Hopkins and Middlefield 
thus settled the aeroplane busi- 
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A woman with a baby in her 
arms, followed by her husband, who 
was herding three youngsters to- 
gether, next came over the horizon. 
She had spotted our washing ma- 
chines and wanted to see how they 
worked; she said she had almost 
persuaded her “man” to let her or- 
der one from a catalog house, but 
now that she had seen ours, she 
liked the way it worked and she 
guessed they would be down for 
one after the middle of the month, 
when their milk check was due. 

In these washing machines we 
had both hand and electric types, 
and several different models of the 
former style. 

Take that drag-saw outfit again 
—this machine is not only a mat- 
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other local exhibitors must have 
felt the same, whether they were 
selling player pianos or pipeless 
furnaces. 

There was also the line of cow, 
hog, sheep and poultry tonics cal- 
culated to make healthier animals 
and poultry, and, in the case of the 
cow and the hen, to increase their 
product yield. We had very re- 
cently had two salesmen covering 
the county on these products, so 
they were pretty well introduced 
before the fair came along. This 
made it easier for us. 


The Dairy Equipment 


I mustn't forget the cream-sepa- 
rator, which is invariably an item 
of interest at our fair exhibits, as 





The farmers come 
to examine the 
live stock, to see 
the attractions, to 
get an idea what 
as new in the mer- 
chandising world, 


and they have 
plenty of time. 
You with your 


exhibit can show 

them more things 

of interest than 

any other eax- 

hibitor and make 

them your friends 
for life. 

















ness, but I’ll bet they had their 
fortunes told, bought some salt- 
water taffy or crackerjack and saw 
a sideshow or two, just the same. 

Soon a trio of other farmers 
strolled up; one of them was in- 
terested in a drag-saw machine and 
another already had one and was 
loud in the praises of what he 
could do with it. 

As they strolled away into the 
crowds, four other farmers, all 
strangers to me, walked up and 
asked what price we could make 
them on that composition roofing, 
of which we had samples tacked up 
on display boards. They were both 
building new cow barns, and, be- 
fore they left, we had booked their 
orders for a considerable number 
of rolls. 


ter of great convenience to the 
farmer who owns a gasoline engine, 
but it affords him an opportunity 
to make some money on the side, 
doing custom sawing for his neigh- 
bors. 

The same applies to the feed 
grinder; he grows his own grains 
and with this grinder he can have 
his own feed-mill right at home; 
he saves a big lot of time and the 
money saved is a substantial item, 
too. 

We also have a line of farm barn 
equipment—stanchions, water- 
bowls, hay-carriers, etc., and this 
was one of the lines in which the 
manufacturer’s agent helped us out 
during fair week. This assistance 
from a specialist is a very impor- 
tant feature, and I observed that 


we are located in a great dairy 
section. 

A farm truck concluded our ex- 
hibit, although we had literature 
on many other things which we 
were unable to have on the grounds. 

We tied up our store window dis- 
plays and advertising with fair 
week and enjoyed a good business 
up there in town; heating stoves 
and ranges are seasonable at this 
time of the year, and fair week 
always means some sales and many 
more prospects. 

We had an aluminum sale of two 
pieces of nationally advertised 
ware during this week, and this 
took well with the ladies. 

The same might be said of guns 
for hunting season, for we didn’t 
let any grass grow under our feet 
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when a customer came in for a box 
of shells or a bottle of gun oil. 

Of course, such specialties as 
pocketknives, razors, watches and 
flashlights run strong during fair 
week. 

In conclusion I might say to a 
beginner in country fair exhibits 
that the results of any given year 
may not seem at all commensurate 
with the effort, the time and the 
money expended in producing same, 





but you can’t always count those 
chickens either way, any more than 
you can with some store demonstra- 
tions. 

It’s good to look at it in this op- 
timistic and practical manner—we 
get good advertising direct to the 
prospect through a personal con- 
tact; this seems better than an 
equal amount of money spent in 
newspaper advertising, which would 
cost even more on so many prod- 








Mr. Farmer no 
longer comes to the 
city on the milk train 
or early morning lo- 
cal. He hitches up 
his “tin Lizzie” or 
the better grade of 
auto and speeds to 
the County Fair in 
style with Mrs. 
Farmer and the 
little farmerettes sit- 
ting in the back seat. 
Of course, you re- 
member he uses auto 
accessories as. well 
as farm hardware 
and you trim your 
exhibit accordingly. 





Ask the average 
farmer what contest 
he likes best and 
you will get the an- 
‘running 
races.” The sulky 
and the fast trotter 
yr pacer-brings them 
the County Fair, 
while they are 
they look at 
hardware ex- 

The 

d inventions 

heir eye and 

ui they don’t buy 
the they will late 


} season, 


swer 


new 





ucts. If we believe in advertising, 
and we all do, isn’t this a practical 
way to put our message across? 

We believe in the fair exhibit for 
the hardware dealer and recom- 
mend it for a trial to other dealers 
who are so located that they can 
thus get in touch with both old and 
new farmer customers, so let’s hope 
the weather man will give us an- 
other good week next year. 

We'll be there. Will you? 














Teaching the Farmers the Art of Butchery 


The Progressive Hardware Dealer Has Many Things 
to Sell the Up-to-date Farmer and He Can Sell Many 
More if He Will Show the Farmer How to Use Them 


KE WESTON is a _ hardware 

dealer who has built up a large 

trade among farmers. He has 
done it by three methods: By car- 
rying the kind of merchandise that 
the farmers in his community want; 
by intensive and personal sales- 
manship, and by anticipating the 
seasonable requirements of his 
trade, and using advertisements in 
trade and farm papers, as well as 
the newspapers, to further his own 
gales. 

As a practical example, Ike was 
looking over the editorial matter 
and advertisements in a trade paper 
recently and came across the fol- 
lowing significant paragraph: 

“Fresh killed pork products are 
still bringing prices far above nor- 
mal. There’s a wide-open market 
for them everywhere. Farmers will 
butcher more hogs than ever be- 
fore, because there’s 75 per cent 
more profit killing on the farm than 
selling ‘on the hoof.’ ”’ 

That started Ike thinking. Turn- 
ing over the pages of the maga- 
zine, he came across an advertise- 
ment that displayed pictures of 
meat-choppers, lard-presses, sau- 
sage-stuffers and other butchering 
tools and equipment grouped above 
a head and small-type text that ap- 
pealed to Ike both as an advertise- 
ment and as something he could 
use. 

“Sell the farmer these butchering 
essentials,” the advertisement be- 
gan. “Everywhere,” it continued, 
“farmers and householders are be- 
ing told by the United States De- 
partment of Agriculture of the 
larger profits in hog-killing and 
curing on the farm and the econ- 
omy of home production of food- 
stuffs. 

“They know the economy and effi- 
eiency of these butchering essen- 
tials. Show them and they’re sold.” 


Following the Suggestion 


The thought then occurred to 
Ike that if he drafted a letter which 
included information about the ad- 
vantages of butchering on the farm 
and enumerated a number of arti- 
cles needed by the farmer it woutd 
be a big sales stimulus, especially 
if he sent a number of them out 


to his trade in the form of a per- 
sonal letter. But before writing 
his letter he wrote to the Depart- 
ment of Agriculture for statistics 
and information that he wanted. 
He also wrote to the publicity sec- 
retary of the county fair commit- 
tee, asking him for any information 
that he could conveniently furnish 
relating to stock conditions in the 
county, and asking him, also, for 
his personal opinion about the ad- 
vantages to the farmer of home 
butchering. 

It took a few days before Ike 
received his replies. But when they 
arrived he condensed a good deal 
of the information that the letters 
contained and worked them up into 
a personal letter addressed to the 
farmers who traded with him. Each 
letter was typewritten and ad- 
dressed personally to one of his 
customers. 

Then Ike held a conference with 
his window trimmer and it was de- 
cided to arrange a window display 
showing all kinds of butchering 
tools, cutlery and other essentials 
for the farmer, accompanied by ap- 
propriate signs telling of the ad- 
vantages of most of the principal 
articles, plus the advantage of 
home butchering, etc. 

They also decided to arrange a 
companion window display, show- 
ing kitchen utensils, cutlery and 
sundry preserving articlés which 
would be of interest and practical 
use to the farmer’s wife. Incident- 
ally, within a few days from the 
time that he sent out his letters 
to the farmers he mailed other let- 
ters to the farmers’ wives regard- 
ing kitchen utensils and household 
appliances generally. 

The results of this sales cam- 
paign on butchering tools for the 
farmer and kitchen tools for the 
farmer’s wife have not as yet been 
fully determined. The campaign is 
still in its infancy. But Ike Wes- 
ton says that he is satisfied with 
the interest that has developed so 
far, and when he gets his news- 
paper advertising and additional 
circular campaign under full swing, 
he says he’d be willing to bet a 
hundred-dollar bill against a ten 
that he will break all retail rec- 
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ords this year for sales of farmers’ 
butchering supplies. 

Ike Weston’s business philosophy 
that he applies to present business 
conditions is summed up in two 
words—‘“Increase turnover.” , He is 
satisfied with small profits in order 
to increase his turnover, and he has 
found that, even though he sells 
at a smaller margin of profit, his 
income is more than ample to meet 
his running expenses and pay a 
dividend on his investment because 
of the increased turnover. 

We pass along these ideas about 
Ike Weston for what they are 
worth. That some of the ideas and 
methods he has employed success- 
fully can be used with advantage 
by other dealers who sell to a sim- 
ilar class of trade, we have no 
doubt, and with that belief we 
have ventured to place this short 
account before you. 





E. E. Aldous has been appointed as 
representative in the St. Paul-Minne- 
apolis-Duluth territory for the Ameri- 
can Steel & Wire Co., Chicago. Mr. 
Aldous has been with the company 
twenty years and is well qualified to 
take up this territory. His headquar- 
ters will be in St. Paul, Minn. 


Exclusive representation west of the 
Rocky Mountains has been given the 
Keaton Tire & Rubber Co., San Fran- 
cisco, by the American Grinder Mfg. 
Co., Milwaukee, Wis. It will dis- 
tribute the Blawk Hawk rim and brace 
wrenches, 








H. P. Chenoweth Co., New Orleans, 
La., has opened an office at Jackson- 
ville, Fla. Mr. Chenoweth will be in 
charge. The main office at New 
Orleans will be managed by Winfield 
Partridge. 


Rockford Metal Specialty Co., Rock- 
ford, Ill., has issued a catalog dated 
Sept. 1, 1921. It covers the complete 
line of Vantage metal kitchen utensils. 
Terms are given in the fly leaf. 


Edwards & Powell Co., 2635 North 
Halsted Street, Chicago, has changed 
both its name and address. The com- 
pany will hereafter be known as The 
Peerless Level & Tool Co., Sterling, 
Ill. 




















There Is Always An Appeal In A Good Tool Window 
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Louis Ernst & Sons have one of the biggest hardware stores in Rochester, N. Y., and ow this page is presented two 

of the reasons why the store is a leader. The company has not got a Main Street location but it has the inge nuity 

that overcomes location handicaps. Carpenters will go out of the beaten path to see such windows as these two. And 
carpenters are darn good customers 











Selling the Farmers Their Fall Fencme 


Now Is the Time to Push Your Wire Goods and 
Now Is the Time to Impress Upon the Farmers the 
Need for the Best Material That Can Be Procured 


the best attention of hardware 

dealers who supply farmers 
with necessary equipment. The 
tendency on the part of farmers to 
erect substantial, attractive fences 
shows that a growing demand for 
wire fence will cause an increase in 
sales. 

Fencing the modern farm is a busi- 
ness proposition. Good fences mean 
better profits; so we find that hog 
fencing, field fencing, poultry net- 
ting, ornamental lawn fencing, etc., 
etc., are in popular favor. A manu- 
facturer of fencing states he can sup- 
ply any style a farmer requires; this 
shows that the dealer is in a position 
to meet the requirements of any 
farmer. 

Dealers usually place dependence 
upon advertising and display for 
bringing in fence customers. They 
make a point of showing interested 
farmers the reasons why good fenc- 
ing is superior to cheap, inferior 
grades. They also understand the 
need of emphasizing the economy 
offered by good fencing material. 
They remind farmers that the real 
cost of building a fence is not the 
first cost, but the cost per year of 
service. 

Such items’ as posts and labor 
which comprise a large portion of 
the expense of fence building are the 
same whether first quality wire is 
used, or whether a light, inferior 
fence is selected. The cheapest fence 
is that which gives the best service, 
even though the initial cost seems 
high. -Dealers who have the best suc- 
cess at selling wire fence find it ad- 
visable to feature the best grades ob- 
tainable. 

Good fencing has many economies 
and conveniences to offer the farmer. 
On the average farm substantial 
fences are an absolute necessity. 
Pastures must be inclosed so cattle, 
horses or sheep will not escape and 
harm growing crops. Corrals must 
be tightly inclosed so fattening steers 
and other animals will not break 
through the inclosures and wander 
over the farm. The entire farm 
must be securely fenced so the own- 
er’s stock can be kept at home, and 


Te sale of wire fence merits 


By WILLIAM MCKENZIE 


to prevent marauding stray stock 
from damaging crops and other prop- 
erty. Valuable animals are fre- 
quently lost where inferior fencing 
is used. It occasionally happens that 
the man who uses inferior fencing 
will have his crops damaged enough 
in one night to have paid for suffi- 
cient fence to inclose the field. Facts 
of this nature assist dealers in awak- 
ening the interest of farmers in first 
quality wire fence. 


The Fence Season 


This is the season when farmers 
repair dld corrals and build new 
pens for live stock. It isn’t every 
farmer who knows the best kind of 
fence to select for corral building, 
and the dealer is frequently in posi- 
tion to offer advice regarding the 
matter. A frequent mistake made by 
farmers is in using a wire fencing 
for corral building which is too low 
for the purpose. Gentle animals will 
stay in such a corral, but lively speci- 
mens feel their oats on a cold morn- 
ing and leap out. A fence which is 
strong enough for stock, and made 
with close meshes which will turn 
chickens is popular with farmers. 
The customer who desires fencing 
for corral building should be advised 
to select a fence which will turn any 
stock, and which will stand up un- 
der long and hard service. The wire 
fence around the average corral is 
subjected to continual heavy strains, 
and unless it has the weight and is 
properly woven it will go to pieces. 
While the customer’s individual pref- 
erence must receive consideration, 
the economy of the heavy, substan- 
tially woven fencing should be 
pointed out to him. 

Obsolete fences are rapidly being 
demolished. Proper crop rotation, 
together with profitably utilizing 
stalk fields, fallen grain and other 
rough feed, can be made to yield 
good profits only through systematic 
fencing. This is why the modern 
wire fence has done much toward 
increasing the farmer’s profits. The 
farmer’s time is profitably employed 
only when his live stock is properly 
inclosed. The man who uses inferior 


fencing wastes too much time and 
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energy in chasing “outlaw” stock. 

The farmer who buys the best ma- 
terial obtainable for corral building 
purposes is practicing the strictest 
economy. 

Since the practice of hogging down 
corn has become popular in some 
farming sections, more hog fencing 
is needed to inclose the corn fields. 
Dealers can often increase their 
sales of hog fence by locating farm- 
ers who raise hogs, and believe in 
allowing the animals to shuck their 
own corn. The attractive prices of- 
fered for hogs at this time (com- 
pared with the low value of corn) 
should cause an increase in the de- 
mand for hog fence. It is impossi- 
ble to keep hogs in civilized com- 
munities unless the owner’s farm is 
properly inclosed. 


Advertising the Line 


The extent of the demand for hog 
fence in a territory cannot be accur- 
ately estimated unless the dealer ad- 
vertises his line and makes syste- 
matic search for prospective custom- 
ers. In the average community there 
are several farmers who can be in- 
terested in good hog fencing if its 
economies and conveniences are 
pointed out to them. It pays to fea- 
ture hog fencing; for the hog is a 
popular animal on American farms 
at present, and will retain his popu- 
larity. It is easier to show a farmer 
why it pays to build good fences for 
hogs, than to convince him that he 
needs new fences for less profitable 
animals. 

Owners of dairy cows are easily 
interested in good fencing material. 
Farmers who are interested in pure- 
bred live stock also appreciate the 
economy of the good wire fence sold 
by dealers. It pays to keep on the 
trail of farmers who can be classed 
as live prospects; for sooner or later 
they will prove desirable customers. 

Wire fence at present prices is 4 
good investment. At first thought 
a farmer may decide that he cannot 
afford good fencing material until 
the produce he sells is higher; but 
consideration of the matter should 
convince him that the use of good 
wire fence will prove a powerful lever 
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in hoisting him from the “hard- 
times” rut. 

The farmer’s wife may prove a 
good buyer of fencing if the dealer’s 
stock is brought to her attention. 
There is no place about the farm 
where wire fence offers more con- 
venience than when erected about 
the house. When chickens are prop- 
erly confined to their part of the 
farm they show better profits than 
when allowed to roam at will, de- 
stroying gardens, and causing neigh- 
borhood feuds. Wire fencing is 
needed to keep rabbits from fruit 
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gates. Steel gates are ornamental, 
and are thoroughly efficient for hard 
service. The dealer who is prepared 
to demonstrate the strength and ser- 
viceability of steel gates finds fre- 
quent buyers. 

The sale of wire fence increases 
the demand for woven wire stretch- 
ers, tackle block wire stretchers, steel 
fence posts, post hole diggers, and 
other popular items of equipment 
for fence builders. 

Newspaper advertising, together 
with the distribution of descriptive 
literature among “live prospects,” 


dealer will be asked to give advice 
regarding the best size of fence. 
The purpose of the fence determines 
the height of wire to select. Woven 
wire fence about fifty-six inches high 
is ideal for corral building, while the 
twenty-six inch netting is sufficient 
for enclosing hogs and pigs. 

Make certain that your customers 
understand that tension is the basis 
of service in a wire fence, and that 
to secure the proper tension securely 
anchored corner posts are absolutely 
essential. Enmiphasize the fact that 
a loosely stretched (or otherwise 
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Your success in selling wire and fencing will depend upon how you dress your windows and advertise the goods. 
Here is a most complete window used by the National Hardware Stores, Inc. 


trees, and is handy for various uses 
about the farm yard. 
Selling Ornamental Fencing 

The sale of ornamental lawn fence 
merits the dealer’s best efforts. 
There is nothing which will improve 
the looks of a farm so readily as an 
attractively fenced front yard. 
There is also a demand for this kind 
of fencing for enclosing cemeteries, 
ete., ete, 

Dealers who specialize on the sale 
of fencing material find it advanta- 
geous to meet the demand for steel 


are invaluable aids to the dealer who 
desires to increase the local demand 
for wire fence. 

It is best to have samples of 
different styles of fencing on dis- 
play. Let farmers see what you have 
to offer in the fencing material line. 

Putting Up the Fence 

The best wire fence on the market 
will not prove satisfactory unless it 
is properly erected. A few sugges- 
tions to the customer may assist him 
in securing maximum service fron 
his investment. Occasionally th: 


poorly erected) fence will result in 
dissatisfaction. Corner posts should 
be set four or five feet deep. They 
should be heavy enough to stand the 
heavy strain of tightly-stretched 
wire. Line posts may be smaller, 
and should be set three feet in the 
ground. Where a permanent fence 
is erected, line posts should be not 
farther than one rod apart. It is 
advisable to anchor a hog fence 
every ten feet. 

A properly built fence lasts for 
many years, and is an effective ad- 
vertisement. 
























































Minneapolis Is Given a Window Treat 


Warner Hardware Co. Have a Sportsman’s Display 
That Awakens the Interests of Hunters for Miles 
Around—Making the Display Complete in Every Way 


a very attractive and real 

“attention - getting” window 
display of sporting goods, got up 
by Mr. Farr of the Warner Hard- 
ware Co., Minneapolis. 

The background is made up of 
slabs of logs with the bark on, built 
onto a framework in the window. 

It will be noted that skins of 
various animals are shown, and 
these always attract attention. 
Also, there are placed on or against 
the walls many items that are or 
can be used by the sportsman. 

One of the unusual features was 
the tying up with the window dis- 
play the fact that the moving pic- 
ture film, “Big Game,” was being 
played at one of the local theaters. 
A photo of one of the scenes is 
shown in the background, and one 


A eee accompanying cut shows 


of the theater company’s regular 
display cards was obtained for the 
picture shown in the corner. 

This window is being left in for 
one week and is attracting thou- 
sands of people daily; in fact, when 
one sportsman meets another he 
asks, “Have you seen Warner’s 
window display?” 

To show how completely they can 
outfit the sportsman it will be noted 
that a deck of cards and chips are 
on the small folding table. About 
the only thing they do not supply 
is the box of cigars shown. 

In addition to creating a very sat- 
isfactory volume of business of 
itself, this window has caused so 
much talk and interest that it can- 
not help but impress upon every 
hunter that Warner Hardware Co. 
can supply his needs. 
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Hunting windows are in vogue 
now and will be until after the sea- 
son is well started. Every dealer 
will do well to make his hunting 
window most attractive as the hunt- 
er is a good friend to have. The 
man who can afford to go after game 
in the fall is the kind of a man who 
can afford to have the best refrig- 
erator and lawn mower in summer 
and the fancy electrical devices that 
you carry all year around. He is 
the same man who buys the best toys 
for his children, and if you were the 
party that sold him his equipment 
for the hunting trip and shown in- 
terest in his purchases, then he is 
going to buy the toys from you. It 
is well worth your while to be 4 
friend of the man who hunts in the 
fall. 



























Learning How to Can From the Customers 
Russell R. Cameron, Cambridge, Mass., Says That He 


Can Get More Good Ideas From His Women Customers 
Than He Can in Any Other Way—The Demonstration 


questions ? 

1. Is it good policy to give 
demonstrations during the canning 
season? 

2. Is it good policy to distribute 
canning instructions? 

3. Is it practical for a hardware 
dealer or his sales people to attempt 


Hix would you answer these 


perience in handling this line. 

Mr. Cameron was frank to confess 
that the average woman knows more 
about canning than he ever hopes to 
know. He believes that if he at- 
tempted to tell women customers how 
to can and preserve he would simply 
talk himself out of a sale. 

In the first place, he believes 


a lot of things. One of the principal 
things he has learned is that if the 
price of sugar is not high, the gar- 
dens yield poorly, or the Interstate 
Commerce Commission allows the 
railroads to raise their transporta- 
tion rates on \iits and vegetables, 
or some other thing happens to make 
canning just expensive enough so 

















Every woman in Cambridge, Mass., who passed Russell R. Cameron’s store looked at this window, and it set her 


to personally instruct a woman cus- 
tomer in the art of canning in order 
to close sales? 

These three questions were asked 
Russell R. Cameron, a practical hard- 
ware dealer, whose store at 38 Brat- 
tle Street, Cambridge, Mass., stands 
almost within the shadow of Har- 
vard University. Mr. Cameron sells 
annually a large proportion of the 
canning and preserving materials 
that are used by the women of 
Cambridge. Consequently he is in 
a position to answer these ques- 
tions from an essentially practical 
point of view based on actual ex- 


thinking about her canning equipment. 


many women resent a man telling 
them how to cook. They learn new 
cooking kinks much faster and much 
more graciously by the endless-chain 
method— Mrs. Smith told Mrs. 
Brown, and Mrs. Brown told Mrs. 
Jones, and Mrs. Jones told Mrs. 
Thomas, and Mrs. Thomas and Mrs. 
Smith finally compare notes at a 
bridge party and profit by a broad 
experience. 


Learning from the Customers 
Instead of Mr. Cameron teaching 
his women customers something 
about canning, they have taught him 
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that, if one batch of preserving goes 
bad, home competition with the 
neighborhood store’s canned goods, 
based on the effort to reduce the cost 
of living, receives a severe jolt. 

In addition, Mrs. Woman Custom- 
er’s disposition is not helped any by 
the spoiling of food she has spent at 
least four hours of time and a lot of 
effort in preserving. The cost of 
canning to-day, even under the most 
favorable city circumstances, consid- 
eration being given to the price of 
gas, is such that the risk of preserved 
foods spoiling is great enough to 

(Continued on page 87) 























Meeting the Mail-Order Competition 


You Can Sell Your Merchandise Just as Low 
as the Catalog House if You Will Study the 
Problem—Settling the Question with Intelligence 


T was apparent to me twenty-five 
| years ago that the rapidly grow- 
ing mail-order distribution of 
merchandise was the most serious 
problem that confronted the retailer, 
and must be met in an intelligent 
and constructive manner. After 
carefully canvassing the situation to 
determine why the retailer had fallen 
down and the mail-order house was 
growing at his expense, I reached the 
conclusion that the fault was largely 
with retailers themselves rather than 
their customers, as storekeepers had 
not lived up to their opportunities 
but had opened the door for this 
competition to come in. I mean by 
storekeepers men who believed that 
they had an inherited or pre-empted 
right to business from tHe people 
that they depended on for existence, 
that these customers were under ob- 
ligations to patronize local institu- 
tions, and that the mail-order houses 
were unfairly taking business from 
them. 

In pioneer days, when the hardy 
settlers lived simple lives, with few 
wants, which were largely supplied 
by their own production, they bar- 
tered their butter, eggs and produce 
for groceries, calico and other staple 
needs. The storekeeper was an im- 
portant and necessary factor then, 
but his customers progressed faster 
than he did, their needs increased 
with their ability to satisfy them, 
while increasing prosperity brought 
higher standards of living—but the 
storekeepers failed to keep pace with 
their customers, his assortment was 
poor, his service was poorer and his 
values were worse. While he might 
not have said out loud, “the public 
be damned!” they suspected that he 
thought it, and their resentment cost 
him confidence and business; they 
went to the catalog houses in self- 
defense, and that same condition has 
continued to apply to this day in 
many sections, especially in small 
towns, and it has been in the past, 
and is to-day, largely from people 
that these storekeepers don’t satis- 
factorily serve. 

At the same time there have de- 


By A. T. VANDERVOORT 


Lansing, Mich. 


veloped real merchants who have 
tried to make their stores a public 
utility rather than a private enter- 


prise and have tried to build up their. 


business by helping to build up the 
eommunity in which they live, profit- 
ing by its general prosperity rather 
than existing as a parasite at the ex- 
pense of the general community. 
They have been active in all civic, 
church and fraternal activities; they 
have tried to work with and for the 
farmer and to make him realize that 
when he helped them build up his 
trading point, that he added dollars 
to his acres, and that the benefit must 
be mutual to be permanent. Such 
merchants and such towns have 
grown and prospered, while towns 
dominated by storekeepers have 
barely held their own, or have fallen 


back. 
The Proper Spirit 

“Listen, men,” you and I say by 
deed to the public that we want to 
do business with, “we want a job 
giving you real service, and will be 
the best hired man you ever had. 
We have experience and capital and 
credit behind us to go into all mar- 
kets and procure to the best advan- 
tage such merchandise as you will 
require, and we promise to buy it 
right, to guard your ifterests care- 
fully by procuring the best that you 
can afford to use. With our experi- 
ence we can select dependable goods 
that have real service and satisfac- 
tion in them, which we will store in 
our warehouses and on our shelves 
until you need and come for them, 
when they will be ready to deliver to 
you at a right price. We will en- 
deavor to conduct our business on the 
smallest expense consistent with de- 
pendable merchandise and _ good 
service.” 

Tell them that you can buy all na- 
tionally advertised and most staple 
goods as cheap as any mail-order 
house and on such other goods as 
they may have an advantage over us 
in the purchase of large quantities or 
factory control. We will be able to 
do business for enough less expense 
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to overcome that slight difference in 
cost price, because your help 
will work more hours for less pay 
than in a congested city; that we can 
advertise with a far less percentage 
of expense than any mail-order house 
can flood the country with catalogs 
that cost a dollar to print. Tell them 
that you are willing to lay your cards 
on the table, to “tote” fair, to give 
them a square deal, to truthfully ad- 
vertise and to protect their interests 
to the limit of your ability and for 
this necessary service you will ask 
as wages a thin margin of profit over 
the cost of merchandise and expense 
of doing business that will be far less 
than what will satisfy the stock- 
holders of these big corporations as 
dividends. This will indicate that 
you are acting in good faith and see 
more in business than the profit that 
you can squeeze out of it. Identify 
yourself with every activity for civic 
betterment; lay a solid, permanent 
foundation by service and friend- 
ship. 

Don’t try to take more out of your 
community than you put back into it 
—be an asset, rather than a liability, 
to your town and you need fear no 
competition from any source. How 
this can be brought about depends 
largely on an earnest desire to put 
it across and the local conditions that 
must be met, and distrust and antag- 
onism to overcome. You may be to 
blame for some of this yourself. If 
so, come clean and then help your 
neighbors bring about a spirit of co- 
operation to make a better town, and 
you will find that your business im- 
proves faster than your town. There 
are many problems to be met but 
most of them can be met. Be sure 
you do your full share to that end. 


Learn the Mail-Order Business 

I would advise all dealers, no mat- 
ter what their line, to find out what 
the mail-order competition actually 
is, get the catalogs, study them care- 
fully as applies to your business. If 
they are offering bargains that seem 
impossible, check up by getting a 
friend to send in a small order for 
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items that you are not able to sell 
at the price they are offering them 
for—compare the samples that come 
and perhaps you can discover the 
trouble. The chances are that you 
are not buying these items right 
yourself. Perhaps they are goods 
that the catalog houses are willing 
to make a sacrifice on as leaders, but 
the probability is that many items 
offered at an extremely low price may 
not be shipped unless ordered in con- 
nection with other goods that will 
make the total order profitable. That 
is, if they offer a price below whole- 
sale on nails, sugar and domestics, 
find out if it would be possible to buy 
them alone without more profitable 
goods; see if the goods offered ac- 
tually do measure up to their catalog 
claims. The chances are that they 
will—still there may be an oppor- 
tunity to put yourself right with your 
customer if you can explain intelli- 
gently, and don’t abuse or antagonize 
them. 

For instance, last spring a leading 
catalog house flooded the country 
with circulars offering the best barb 
wire at $2.90 per hundred when we 
were asking $6. We procured a 
sample roll and discovered that it was 
Government wire made for entangle- 
ments in France, ran about 2 lb. to 
the rod and was coated with cheap 
paint, while the wire we are asking 
6 cents for ran about a pound to 
the rod and was galvanized, making 
it cost about the same to the rod and 
promising much more service on ac- 
count of galvanizing. 


Convincing Your Customer 


Last year a customer who wanted 
to buy a 30-inch cordwood saw 
claimed we were robbing him at $10, 
as he could buy in Chicago for $1.98. 
To confirm this he took a catalog and 
turned to this item—sure enough, in 
heavy letters across the top of the 
page was a_ statement — “BEST 
STEEL CIRCLE SAWS—$1.98.” 
Our customer said: “I told you so.” 
We showed him the fine print under- 
neath which said: ‘16-inch saws, 
$1.98; 18-inch, $2.98,” and when we 
got down to 30-inch, the size he 
wanted, their price was $9.98. This 
explanation was entirely satisfactory 
to him and more profitable to us than 
had we not known how, and had 
met his statement by a claim that 
their saws were sheet iron, or junk, 
when, as a matter of fact, they 
were as good as ours, and the price 
for the larger sizes practically the 
same, 

I could multiply these examples 
for an hour to show you how easy it 
is to explain many cases, which all 
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Mr. VanDervoort is a persistent advertiser and has built up a great business 
in Lansing, Mich. 


work out about the same way. For 
years we had a big sign on the side 
of our store: “We meet all mail- 
order competition.” We had many 
catalogs on the counter and let our 
customers pick out what they wanted 
from them and match the goods, 
quality for quality, and add the 
freight from Chicago to the price. 
This worked well, developed a large 
business and a lot of confidence, but 
there was always more or less dis- 
satisfaction, as it took too much time 
for clerks and customers to argue 
about and agree on our goods being 
the same’ or better than theirs and 
how much the freight rate to add 
would be. Then some would come 
back at us with a claim that they 
had a catalog at home with a lower 
price in it than ours, and in many 
instances they felt that we were try- 
ing to put one over on them in some 
way. 

So Jan. 1 we came out with an an- 
nouncement that from then on we 
would sell from catalogs at their 
price and not add freight. This we 


could easily do as we were east of 
Chicago and not too far from it. 


This, however, could not be done by 
dealers:too far west as there would 
be a disadvantage on freight. We, 
however, took all catalogs off our 
counters and insisted that if we met 
the mail-order competition the cus- 
tomer must bring his catalog “and 
show us,” and unless they did bring 
catalogs we would not consider the 
proposition. The net result has been 
surprising. A few customers have 
brought in their catalogs to buy 
from. It has, however, inspired con- 
fidence that we did meet competition, 
and they left it to us to do it. We 
are more than pleased with the re- 
sult, although it might not be feasi- 
ble for many other dealers to attempt. 
As a matter of fact, meeting the 
price is only a part of the problem, 
and you will not succeed unless you 
have earned the confidence of your 
customers, and I want to say that 
it takes more confidence than price to 
put it across. 

Think over these suggestions, and 
if you conclude that they are worth 
trying out I am sure that you will be 
surprised and benefited by the re- 
sults. 











Getting Ideas from the One- Arm Lunch 
You Can Learn How to Best Utilize the Window 
Space You Have from This Progressive Restau- 


rant Proprietor, Who Knew All of His Best Sellers 


ANY retail stores are earn- 
ML ing as substantial profits 
to-day as they have ever 
earned. Faced with changing con- 
ditions many retailers have met the 
situation so exactly that they have 
even bettered themselves over last 
year. Here is the inside story of 
how a Ghicago Loop restaurant 
owner met his situation and how 
he won. 
“When in November of last year 
I realized that each day my sales 
were decreasing, I studied the sit- 
uation. I took the point of view 
that my restaurant was just like a 
store selling commodities to the 
public. I decided that my prob- 


lems were like theirs, and pro- 
ceeded to solve them on that basis. 

“Sales records, from fancy ten- 
derloin steaks to ham sandwiches, 
were carefully analyzed. To my 
surprise it was found that the 
largest net profit was in the quick 
sale of sandwiches. It was the old 
story of turnover, excellently illus- 
trated. Here in our restaurant we 
had carrying expenses and selling 
expenses just like a retail store. 
Stock for sandwiches was bought 
and sold the same day. Stock for 
specially cooked dishes had to be 
bought days in advance and then 
stored properly. We had been neg- 
lecting the fact that while such 


stocks were being stored, expenses 
like rent, light and heat all added 
to the cost of our stock. This fact 
became very important in the face 
of a decrease in our business. 

“The problem henceforth was to 
sell sandwiches. We experimented 
a good deal and found that a good 
baked ham sandwich was taking 
very well. Despite this fact, how- 
ever, the number of people that 
came into our restaurant continued 
to decrease. My next thought was 
window display. We had windows, 
why should we not use them? 

“A small neat box, draped inside 
with an orange color velvet, was 
set in one of our windows. A whole 


























Here is a prize-winning window that told the. passer-by the sad story of what happened when he didn’t have a twin 


lighting device. 
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baked ham was set inside of this 
vntrivance; an electric light il- 
luminated the sugar-crusted sur- 
face of that ham in such a way that 
I have noticed passersby study it 
for moments at a time. 

“A small card at the foot of the 
box directed people into the res- 
taurant. The idea worked like a 
charm. We had given the public an 
opportunity to see that in our place 
they could purchase a better com- 
modity at a cost within their 
means.” 

That display is paying its cre- 
ator the handsome royalty of ten 
extra dollars in the bank every day. 
It draws people into the restaurant 
because of its piercing appeal to 
the appetite, coupled with the im- 
pelling expression, “Step inside, you 
will be served immediately.” It is 
making money because it is selling 
an article on which the stock turn- 
over is rapid. 


Profit by the Example 


So sound are the principles on 
which this man is making money 
while others in the same business 
are not that they may be applied 
to any sort of retail store. 

Many electrical dealers have been 


The two-way plug was well illustrated by this window that showed how it was operated. 
emphasized to the utmost and customers increased. 


overlooking the fact that in order to 


.show a profit, they must not only 


strike a balance between their 
buying and selling, but also must 
know the profit possibilities of 
every article in their store. It is 
the careful knowing selection that 
counts. Remember, an article may 


‘be excellent, both mechanically and 


electrically, but still be a money 
loser for the store. 

Probably the electrical dealer 
will find himself without sufficient 
compiled information to figure net 
profit on every article in his store, 
but still he can accomplish won- 
ders by grouping the articles into 
“lines.” He can then lead on one 
article of each line to help sell the 
rest. 

One electrical dealer divided his 
store into seven “lines.” With 
carrying expenses and selling ex- 
penses computed he next figured 
the turnover of each of the seven 
“lines.” Comparisons lead to some 
startling discoveries. The turnover" 
on some of his “lines” was lessened 
by a few slow moving articles which 
were sold and not recorded. It was 
discovered that net profit could be 





The double service was 


computed for each one of the 
“lines,” and that it became easier 
to determine what ‘“‘lines” to display 
most frequently and prominently. 

Many concrete cases of dealers 
who discovered profit possibilities 
in displaying the quick turnover 
“lines,” were brought into focus 
during the recent Hemco Twin- 
Lite Prize Window Trim Contest. 

A dealer in Nebraska wrote, “I 
do not care if our window wins a 
prize or not. Our sales have in- 
creased ten times and our profits 
more than compensate the small 
expense connected with obtaining a 
photograph.” 

Another dealer whose report is 
typical of the majority of contest- 
ants, stated that he more than 
doubled his sales and profits on 
plural plugs; besides having made 
of electrical appli- 
ances to customers who had come 
into his store to purchase a plug. 

That windows can be made 
“profit winners” instead of merely 
impression makers” is 
ing brought into view by several 
manufacturers of electrical appli- 
ances. 


several sales 


“good be- 








Preparing a Show-Card for Letterm#* 


By JOSEPH BERTRAM JOWITT 




















2 oe is more important in 
learning show-card writing 
than the preparation or layout 

of the lettering. There is an old say- 
ing “That a thing well begun is one- 
half done.’ As much time and 
thought should be given to the design 
of the card as in learning the forma- 
tion of each letter of the alphabet. 

The question of margin or border 
around the edge of card is an all- 
important one, and has everything to 
do with the effect and general ap- 
pearance of the show card. Large 
captions are real misfits unless there 
is ample room for each word in a 
given space. Study the two different 
layouts on the cards featuring Dietz 
lanterns. One is a poorly spaced 
card, all out of proportion, while the 
other is a real business-pulling show 
card, yet the lettering itself is ac- 
curately formed on both cards. 

Most everybody, with just a very 
little practice, can make an “A” look 
like an A, or a legible-looking ‘“‘S,” 
but the spacing of letters and be- 
tween words requires some practice 
until the eye becomes accustomed to 
judge the proper distances. There is 
really no set rule for this on account 
of the varying width of the letters of 
the alphabet. 

In spacing between words on a 
typewriter you will notice that just 
the width of one single letter is the 
correct space allotted, but the space 
between each letter is not exactly 
symmetrical. For instance, in a word 
where two lower-case m’s come to- 
gether they will almost touch each 
other; this is on account of the let- 
ter “m” being one of the largest let- 























ters, the space and size of this letter 
must be condensed, so it will not oc- 
cupy any more room than any of the 
other letters. This mechanical sys- 
tem of spacing would not do at all 
for show-card writing because it is 
impractical at the outset on account 
of the amount of time it would take 
to measure off each letter. The 
lower-case letters which should oc- 
cupy the same space are classified as 
follows, narrowest first: (i, j, 1, f, t), 
(a, c, e, n, 0, r, Ss and u), (b, d, g, 
h, k, p, q and z), (m, v, w, x and y). 


Getting Accustomed to Spaces 


The beginner should practise these 
letters, beginning by taking each 


group separately until his eye be-: 


comes accustomed to the width of 


each letter in the four different 
groups. 

As already stated, it is a mistake 
to try and feature in large type too 
many words, particularly where there 
is any quantity of reading matter, 
With the exception of a general no- 
tice or heading the lower-case letters 
present the best appearance, and are 
much more easily executed and read, 
The public is more accustomed to 
reading the lower case in the news- 
papers and periodicals. It is also 
used extensively on moving-picture 
slides where the title must be read 
at a glance. 

The beginner should never attempt 
any lettering of any kind without a 
definite layout in mind. The width 
of the margin should first be decided, 
then the horizontal guide lines, then 
a rough pencil outline of the letters. 
Afterward retrace over the pencil 
lines with a No. 4 or 6 brush. Then 
fill in the center of each letter with 
a larger size brush. 

Success in show-card writing also 
depends to a greater extent than one 
would imagine on the kind of tools 
and supplies the beginner uses. Not 
any old brush or watery ink will an- 
swer by a long shot. 

The impractical tools our grand- 
fathers used would not get the aver- 
age beginner very far these days in 
learning show-card writing, and here 
is the reason: 

First of all, “card writing” was a 
side line with most sign shops, there 
were no regular shops which made 
show-card writing a specialty. Sign 
painters looked on the “card sign” 








: 





mee 
Heater 


@« 














A timely suggestion for the show-card writer 
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The wrong way and— 


as a necessary evil, or something to 
accommodate the customer or hold 
his trade, or maybe gain a new cus- 
tomer. An apprentice or possibly 
the lowest-paid journeyman in the 
shop was generally assigned to the 
task of “slapping out” the card. 
(The writer knows whereof he 
speaks, having gone all through the 
“mill” of the sign shop.) 

And what of prepared liquid show- 
card water colors? Such things were 
not on the market to any extent those 
days, nor any regular Red Sable 
show-card brushes. 

Oil or japan colors were used, and 
any old camel’s hair brushes with 
ragged edges or hairs of irregular 
length. The above description is 
given merely to demonstrate the un- 
limited opportunities open to-day to 
any hardware salesman who is anx- 
ious to learn show-card writing and 
thereby make himself more valuable 
by increasing his efficiency. This de- 
partment is conducted entirely for 
him, explaining in simple language 
all the technical so-called “secrets” 
allied with the process of making 
the elementary strokes used in con- 
structing the twenty-six letters of 
the alphabet. Think of it! There 
are only twenty-six letters to learn 
in order to write every word in the 
English language, and only nine dif- 
ferent strokes necessary to construct 
the entire lower-case alphabet. These 
nine key strokes are explained on 
the bottom of alphabet plate. 


This Week’s Letters 


The five lower-case letters shown 
on the accompanying plate, i, j, k, 
l, m, are very similar in construc- 
tion to the capital letters shown be- 
low. The lower-case “i” is the same 
only shorter and dotted. The “j” is 
the same only extending below the 
line and dotted the same as the letter 
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“i.” The only difference in the letter 
“k” is that the main stroke extends 
above the line. One short horizontal 
stroke transforms the lower-case let- 
ter “I” into a capital “L.”” The angle 
strokes in the center of the capital 
letter “M” make this letter some- 
what different from the construction 
of the lower-case ‘‘m.” 

If the beginner will study the 
nine key strokes he will be able to 
work out the entire lower-case alpha- 
bet. For instance, No. 1 is the main 
stroke of the letters a, h, m and n. 
Stroke No. 2 forms the bottom loop 
of the letter a. It in itself is the let- 
ter “c,” it is also the main stroke 
forming letters d, e and o. Stroke 
No. 3 is used for all the upright 
strokes. No. 4 is the right hand 
stroke of the letter ‘‘o”; it also forms 
the body of the letter b. Strokes 
Nos. 5 and 6 are the slanting or 
oblique strokes used in the letters v, 
w, X, y, Zz. Strokes No. 7 and 8 are 
the top, bottom and center of letter 
“s.” Stroke No. 9 is the main part 
of the letter “u.” 

The beginner should become fa- 
miliar with these strokes before he 
attempts to make letters by the 
single-stroke method. 


Learning How to Can 
(Continued from page 81) 


warrant the slightly added expense 
of the best the market has to offer in 
cold pack canners, jars, rubber rings 
and other accessories. Mr. Cameron 
has found by the experience of others 
that too much attention cannot be 
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Here is a clever card, well spaced and 
attractive 
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given to the selection of 
ring because it is the most 
ticle in a hardware stor: anning- 
goods department. <A _ slip here 
might seriously hurt a business it 
has taken years to build up. 

So the policy of this store is to 
offer the best lines of canning goods 
obtainable, thereby placing the re- 
sponsibility of preserving entirely 
up to the woman. As is usually the 
case, when put to a test, the woman 
comes through with flying colors. 
Mr. Cameron believes attractive win- 
dow displays are the one best bet in 
pushing canning accessories sales in- 
asmuch as they serve as an incentive 
for the woman to try her luck at can- 
ning. 


Novel Vacuum Cleaner Window 


Thousands of people who looked at 
a display of vacuum cleaners in the 
Pasadena Hardware Co.’s window 
were skeptical of the stunt that a 
salesman for a hardware firm put 
into the window. This man used 
three vacuums, with the nozzles 
pointed in such directions that they 
would keep suspended in air three 
celluloid balls of brilliant colors. The 
air blown from the ends of the noz- 
zles was sent at just the right angles 
to keep the balls in the air and pre- 
vent them from dropping, although 
they would bounce about in small or- 
bits. The effect was interesting to 
those whose eyes were caught. They 
looked for the suspected string, but 
could not find it. The next step was 
to inquire. That gave the salesman 
an excuse to ask them about their 
own vacuum, as to whether or not 
they had ever tried it with theirs. 
If the man had none, he admitted it, 
and was shown the workings of the 
one for sale, the ball trick serving 
as an excuse, 











Coming Hardware Conventions 





NATIONAL HARDWARE ASSOCIATION OF 
THE UNITED STATES AND ITS AUXIL- 
IARIES CONVENTION, Atlantic City, N. J., 
Oct. 17,.48,. 18; 20, 21, -2,. 1921. 
Headquarters, Marlborough-Blenheim. 
T. James Fernley, secretary-treasurer, 
505 Arch Street, Philadelphia, Pa. 

AUTOMOBILE ACCESSORIES BRANCH OF 
THE NATIONAL HARDWARE ASSOCIATION 
OF THE UNITED STATES AND ITS AUXIL- 
IARIES CONVENTION, Atlantic City, N. J., 
Oct. 19, 20, 21, 22, 1921. Headquar- 
ters, Marlborough-Blenheim. T. James 
Fernley, secretary-treasurer, 505 Arch 
Street, Philadelphia, Pa. 

AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION CONVENTION, Atlantic 


City, N. J., Oct. 17, 18, 19, 1921. Head- 
quarters, Marlborough-Blenheim. F. D. 
Mitchell, secretary-treasurer, 4106 


Woolworth Building, New York City. 

NATIONAL PAINT, OIL AND VARNISH 
ASSOCIATION, INC., CONVENTION, Atlan- 
tic City, N.J., Oct. 24, 25, 26, 27, 1921. 
Headquarters, Hotel Traymore. G. V. 
Horgan, secretary, 342 Madison Avenue, 
New York. 

WESTERN RETAIL IMPLEMENT, VE- 
HICLE AND HARDWARE ASSOCIATION 
CONVENTION, Kansas City, Jan. 17, 18, 
19, 1922. Headquarters, Coates House. 
Sessions in Century Theater. H. J. 
Hodge, secretary, Abilene, Kan. 

PACIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Davenport Hotel, Spokane, Wash., Jan. 
17, 18, 19, 20, 1922. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

OREGON RETAIL HARDWARE AND IM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Imperial Hotel, Portland, 
Jan. 24, 25, 26, 27, 1922. E. E. Lucas, 
secretary, Hutton Building, Spokane, 
Wash. 

INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 


UNIONVILLE, CONN., Sept. 30, 1921. 


Editor HARDWARE AGE, 
New York City. 


DEAR Sir: Will you kindly pub- 
lish this in your magazine as it deals 
with a subject which I believe will 
kill American manufacturing unless 
something is done soon. 

Will the banking interests of the 
United States sacrifice the American 
manufacturer in order to save Ger- 
many? It looks that way now. The 
great cry is, “We must let in Ger- 
man goods, or they will not be able 
to pay their debts.” 


TION, Atheneum Hall, Indianapolis, 
Jan. 24, 25, 26, 27, 1922. G. F. Sheely, 
secretary, Argos. 

KENTUCKY HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Jeffer- 
son County Armory, Louisville, Jan. 
24, 25, 26, 27, 1922. J. M. Stone, secre- 
tary, Sturgis. 

WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Wheeling, Jan. 31, Feb. 1, 2, 1922. 
James B. Carson, secretary, 1001 
Schwind Building, Dayton, Ohio. 

NEBRASKA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Lincoln, Jan. 31, 
Feb. 1, 2, 3, 1922. George H. Dietz, 
secretary, 414-417 Little Building, Lin- 
coln. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des 
Moines, Feb. 21, 22, 23, 24, 1922. Ex- 
hibition at the Coliseum. A. R. Sale, 
secretary, Mason City. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 7, 8, 9, 10, 1922. 
Karl S. Judson, exhibit manager, 248 
Morris Avenue, Grand Rapids; A. J. 
Scott, secretary, Marine City. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, City Auditorium, Okla- 
homa City, Feb. 7, 8, 9, 10, 1922. W. 
B. Porch, secretary-treasurer, Okla- 
homa City. 

WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 8, 9, 10, 1922. P. J. 
Jacobs, secretary, Stevens Point. 

PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Phila- 
delphia Commercial Museum, Philadel- 
phia, Feb. 13, 14, 15, 16, 17, 1922. 
Sharon E. Jones, secretary, 1314 Ful- 
ton Building, Pittsburgh. 


Already German goods are being 
dumped in here in shiploads, to the 
detriment of the American manufac- 
turer, and Congress is sitting tight 
on the tariff bill so as to let in for- 
eign goods. Twenty-two hundred 
tons of cutlery and glassware came 
in a few weeks ago, and 500,000 elec- 
tric flat irons were shipped in at 
$1.32 each, while the metal in the 
United States costs over that amount. 

Many manufacturing plants are 
closed down, and many are running 
on from quarter to half time on ac- 
count of German goods being sold at 
less than it costs the American man- 
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CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
San Francisco, Feb. 14, 15, 16, 1922, 
LeRoy Smith, secretary, 112 Market 
Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Sherman, Chi- 
cago, Feb. 14, 15, 16, 1922. Leon D. 
Nish, secretary, Elgin. 

MINNESOTA RETAIL HARDWARE Asso- 
CIATION CONVENTION, St. Paul, Feb. 14, 
15, 16, 17, 1922. H. O. Roberts, secre- 
tary, 1030 Metropolitan Life Building, 
Minneapolis. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 14, 15, 16, 17, 1922. Headquar- 
ters, Deshler Hotel. Exhibition, Me- 
morial Hall. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton. 

MISssoURI RETAIL HARDWARE ASSo- 
CIATION CONVENTION AND EXHIBITION, 
St. Louis, Planters Hotel, Feb. 21, 22, 
23, 1922. F. X. Becherer, secretary, 
5106 North Broadway, St. Louis. 

VIRGINIA RETAIL HARDWARE AsSSO- 
CIATION CONVENTION, Roanoke, Feb. 15, 
16, 17, 1922. Thos. B. Howell, secre- 
tary, Richmond. 

NEW YoRK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Rochester, Feb. 21, 22, 23, 24, 
1922. Exhibition at Exposition Park. 
Headquarters and sessions at Powers 
Hotel. J. B. Foley, secretary, 412-413 
City Bank Building, Syracuse. 

NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Paul Revere Hall, Mechanics’ 
Building, Boston, Mass., Feb. 21, 22, 
23, 1922. George A. Fiel, secretary, 10 
High Street, Boston. 

HARDWARE ASSOCIATION OF THE CAR- 
OLINAS CONVENTION, Winston-Salem, 
N. C., May 9, 10, 11, 1922. T. W. 
Dixon, secretary-treasurer, Charlotte, 


N.C 


_ What Do You Think on This Subject? ie 


ufacturer to make them. But the 
cry is: “Germany must get an out- 
let for her goods or she cannot live.” 
After she has devastated the world 
and put the United States in debt 
over two thousand millions of dol- 
lars and killed millions of our boys, 
the bankers, to save their loans, are 
willing to sacrifice the American man- 
ufacturer. 

How long will the American man- 
ufacturer let this thing go on? To 
add more burdens, Congress pro- 
poses to have another year of sur- 
taxes instead of cancelling them and 

(Continued on page 104) 






































EDITORIAL COMMENT 


THE NEw 


HE buyer of to-day—the customer—is 
establishing a new normal. He is no 
longer the reckless squanderer of the in- 
flation. Neither is he the “don’t-show- 
me” ’fraid cat of a few months ago. He has had 
his drunken orgy of free spending, and also the 
stay-at-home, morning-after headache. 

The ordinary individual—the consumer—is 
feeling better. His temperature is nearing the 
healthy level, and his buying -proclivities are on 
the mend. He has learned a bitter lesson, and 
has a bag full of new resolutions. Hereafter he 
is determined to stay sober and buy as a sober 
man buys. 

There is a new buying spirit in the air—a 
spirit that foretells a careful, thoughtful, sensi- 
ble attitude on the part of the purchaser. To 
meet this new buying spirit, merchants and their 
salesmen must meet the customer on his own 
ground, and sell on a new plane. The days of 
“take it or leave it” merchandising are over. 

When a man is in a normal state of mind, or 
let us say, a healthy state, he buys neither fool- 
ishly nor niggardly. He has a habit of asking 
questions which may prove exceedingly discon- 
certing to the salesman who doesn’t know, or who 
attempts to sell him merchandise that does not 
fill his requirements. 

To the impatient salesman, the new type of 
buyer may seem a bit slow, but no amount of 
hurrying or forcing is going to make him close 
before he is ready. High sounding words will 
not interest him at all. His is a peculiar, delib- 
erate mind that centers on the goods to be 
bought. When he does buy you can be certain 
that all things will be considered and weighed 
with an eye to both price and service. 

To deal with the new normal minded buyer, the 


Buyinc Spirit 


seller must also be normal minded. He, too, must 
possess the healthy, enterprising state of mind 
that spells normalcy. The selling attitude of the 
past six years must go into the discard. 

Right selling—the kind of selling demanded 
by the customer to-day—can only be achieved 
through knowledge of the goods to be sold, 
backed by courtesy, patience, tact and enthusi- 
asm. The customer wants facts. It is the sales- 
man’s duty to give them to him in such a way 
as to prove to him that the goods offered will give 
service and satisfaction. This requires a knowl- 
edge not only of the merchandise, but also of the 
customer’s needs. 

The salesman who knows, and so tells his facts 
with a spirit that indicates knowledge, confidence 
and enthusiasm, transmits that confidence and 
enthusiasm to the man who buys. 

But—mere talk, in the face of the new buying 
attitude will not make sales. Neither will a bald 
statement of facts. The new plane of selling re- 
quire study on the part of the salesman. He must 
apprise himself of merchandising and market in- 
formation such as is provided by HARDWARE AGE. 
He must carefully peruse the catalogs, booklets 
and advertising matter sent out by manufactur- 
ers and jobbers, with their detailed information 
about the products he sells, and their numerous 
selling helps, especially prepared by experts for 
the man behind the counter. 

Finally—no merchant or salesman can ade- 
quately meet the present situation unless he 
takes a daily account of his failures to sell. Only 
by coldly, deliberately rehearsing his failures 
and analyzing the reasons therefor, can he pre- 
vent the repetition of sales errors. 

It is going to require thorough, practical com- 
monsense selling to successfully handle the new 
normal-minded buyer. 
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Commission Halts Anti-Mail-Order Drives 


Cites Local Chamber of Commerce for Burning Catalogs 
—Reed Smoot’s Manufacturers’ Sales Tax Bill in Spot Light 


By W. L. CROUNSE 


WASHINGTON, Oct. 10, 1921. 


HIS is a story of a big bunch of 
bold bad business boosters in a 
small western city who have run 
afoul of the Federal Trade Commission 
in their efforts to keep at home the 
nimble dollar that so often finds its 
way into the mail-order house till. To 
the Commission it’s a sad tale of ruth- 
less violation of the sacred principles 
of “fair competition,” but if it doesn’t 
make you laugh you must be indeed a 
lugubrious not to say a misanthropic 
individual. 
The scene of this tragic-comedy is 
the little town of Missoula, Mont., out 


where the railroad bandits stick up 
Postmaster General Bill Hays’ mail 
trains and convert prosaic mail 


messengers into Heroes with a capital 
H. The actors are the merchants and 
other business men who compose the 
local chamber of commerce, plus one 
enterprising manager of a _ movie 
theater who appears to be willing to 
do anything once in the interest of the 
old home town. 


The Local Worm Turns 


The merchants of Missoula are noth- 
ing if not enterprising. Also, they be- 
lieve that Missoula money should re- 
main at home. But Missoula, being a 
prosperous community, was.an_ invit- 
ing target for the mail-order houses, 
and large sums were annually sent to 
Chicago, St. Louis and other big cities 
for things which the local merchants 
could probably have furnished for the 
same or less money and of better 
quality. 

The aforesaid local merchants finally 
decided that if a chamber of commerce 
was good for anything it could be used 


to keep money at home, and it was 
therefore decided to utilize its ma- 
chinery for that purpose. According 
to the Commission’s complaint the 
chamber did a good, workmanlike job. 

The general manager of the North- 
western Theaters Company, a concern 
operating a large palace of the silent 
drama, was drawn into the conspiracy 
to launch an altogether novel “clean- 
up” campaign. Missoula had staged 
many other clean-ups. It had collected 
and sold all its old papers for the bene- 
fit of the broken-down returned sol- 
diers; it had bartered its old tin cans 
for money for the old ladies’ home, and 
it had saved the surface of the school 
houses and other public buildings until 
to use more paint would have been a 
sinful waste. 


A Novel Idea 


3ut nobody in Missoula had ever be- 
fore thought of cleaning up the mail- 
order house catalogs. To this job the 
chamber addressed itself—according to 
the indictment of the Federal Trade 
Commission. 

On the psychological date when the 
local merchants had reason to believe 
that the annual deluge of mail-order 
house catalogs had reached their local 
addresses, the Northwestern Theaters 
Company announced in the home news- 
papers that on certain days it would 
admit children of the tender age of 
fifteen years and under to its highly 
elevating exhibitions of moving pic- 
tures upon presentation of any mail- 
order house catalog—plus one cent for 
war tax—in lieu of the usual ticket. 





Special prizes were offered for the old- 
est catalog, for the newest, for the 
biggest, and for the one whose thumb- 
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worn pages reflected the most pains- 
taking perusal. 

What the youngsters of Missoula did 
to the mail-order house catalogs was 
aplenty — according to the Federal 
Trade Commission. Awaiting favor- 
able opportunity when father was at 
the office, mother shopping, and big 
sister out riding with her beau, the kids 
collected all the catalogs in sight and 
hastened with them to the movie 
theater. 

Presumably the chamber of com- 
merce redeemed the catalogs at a fair 
price from the manager of the North- 
western Theater Company. Anyhow, 
the Commission charges that it ob- 
tained possession of them and destroyed 
them “by burning or otherwise.” 


The Official Version 


But let the Commission tell the story 
in the language of the formal complaint 
which appears in Docket No. 841 “in 
the matter of the alleged violation of 
Section 5 of the Act of Congress, ap- 
proved Sept. 26, 1914,” as follows: 

“The Federal Trade Commission, 
having reason to believe from a pre- 
liminary investigation made by it, that 
the Chamber of Commerce of Missoula, 
Mont., its officers, directors and mem- 
bers, and the Northwest Theaters Com- 
pany, hereinafter referred to as re- 
spondents, have been and are using 
unfair methods of competition in com- 
merce, in violation of Section 5 of an 
Act of Congress approved Sept. 26, 
1914, entitled ‘An act to create a Fed- 
eral Trade Commission, to define its 
powers and duties and for other pur- 
poses,’ and it appearing that a pro- 
ceeding by it in respect thereof would 
be in the interest of the public, issues 
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this complaint, stating its charges in 
that respect on information and belief, 
as follows: 

“Paragraph One: That the respond- 
ent, the Chamber of Commerce of Mis- 
soula, Mont., hereinafter referred to as 
the Chamber of Commerce, is a volun- 
tary unincorporated association, com- 
posed on persons, partnerships and cor- 
porations engaged in or carrying on 
business, or engaged in the various in- 
dustrial and professional pursuits, in 
the City of Missoula, Mont., and terri- 
tory adjacent thereto; that more than 
a majority of such members have been 
and are engaged in the business of sell- 
ing goods, wares and merchandise at 
retail or wholesale in said city and the 
territory tributary thereto, and such 
members carry on their respective busi- 
nesses in direct, active competition with 
other persons, partnerships and corpor- 
ations who carry on said businesses 
outside of the City of Missoula and 
State of Montana, and sell goods, 
wares and merchandise to customers in 
said State of Montana. That the an- 
nounced purpose or object of said 
Chamber of Commerce is and has been 
to foster and promote the commercial 
welfare of said city, the territory trib- 
utary thereto, and its members. 


Some of the Conspirators 


“Paragraph Two.—That the follow- 
ing members or representative of mem- 
bers of the Chamber of Commerce de- 
scribed in Paragraph One hereof, and 
are the duly selected, qualified and act- 
ing officers and directors of said 
Chamber of Commerce for the year 
1921, viz: George F. Weisel, W. O. 
Dickinson, Ruel Cosner, L. N. Simons, 
H. A. Chaney, J. E. Early, Charles H. 
Roberts, J. M. Keith, W. E. Dixon, 
Alex Peterson, Harry O. Bell, E. S. 
Holmes and L. J. Croonenberg. 
That the members of said Chamber 
of Commerce aggregate approximately 
seven hundred and fifty (750) in num- 
ber, and constitute a class so numerous 
as to make it impracticable to designate 
each of them as a party respondent 
herein; that the charges herein set out 
are of common or general interest to 
the whole of said membership, and 
especially to those engaged in the sale 
of goods, wares and merchandise, 
which class constituted more than a 
majority of said members, and the offi- 
cers and directors of said Chamber of 
Commerce above named are fairly 
representative of the whole of said 
membership, and are charged with the 
duty of formulating and executing its 
policies and carrying out any line of 
activity engaged in by said Chamber of 
Commerce. 


The Movies Get in Their Work 


“Paragraph Three: That the re- 
spondent, the Northwest Theaters 
Company, hereinafter referred to as 
the Theater Company, is a corporation 
organized under the laws of the State 
of Montana, with its principal place of 
business at Missoula, in said State, and 
is engaged in the business of operating 
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motion picture theaters at Missoula 
and other points. That the said 
Theater Company and its manager is 
and has been a member of the Cham- 
ber of Commerce described in Para- 
graph One hereof. 

“Paragraph Four: That on or about 
Jan. 1, 1919, the respondents herein 
conspired and confederated together 
to hinder or prevent persons, partner- 
ships and corporations carrying on 
business other than in the State of 
Montana, from selling upon mail orders 
goods, wares and merchandise to cus- 
tomers or prospective customers resid- 
ing in Missoula, Mont., or adjacent 
thereto; that pursuant to said con- 
spiracy, and to carry out the object 
thereof, respondents advertised in 
newspapers of general circulation, pub- 
lished in Missoula, Mont., and an- 
nounced by other means that thereafter 
on the date or dates named, a catalog 
published and distributed by mer- 
chants carrying on business in States 
other than Montana, and _ soliciting 
business on mail orders at points in 
Montana, would be accepted at a thea- 
ter operated by the Theater Company, 
when presented by persons under 
fifteen years of age with one cent to 
pay the Federal tax, in lieu of the usual 
price of admission, and that certain 
cash prizes would be awarded to those 
presenting the oldest catalogs, most 
used, and the newest and latest cata- 
logs, and as a result thereof, there 
was presented at said theater, and ac- 
cepted in lieu of the usual admission 
fee, several hundred catalogs published 
and distributed by persons, partner- 
ships, and corporations carrying on 
business in States other than the State 
of Montana, which catalogs had been 
sent by the respective publishers there- 
of to their customers or prospective 
customers residing in or adjacent to 
Missoula, Mont., as a means of solicit- 
ing their patronage; that respondents 
caused to be destroyed, by burning or 
by other means, the catalogs obtained 
in the manner and by the means afore- 
said. 


Commission Champions Catalog 
Houses 


“Paragraph Five: That the busi- 
ness of the interstate sale of com- 
modities upon mail orders from cata- 
logs has been of rapid growth in recent 
years, and the volume of such sales has 
reached such proportions that a sub- 
stantial part of the commerce among 
the several States is the result of sales 
of commodities made in this manner; 
that the principal means of effecting 
such sales is the distributing of cata- 
logs in which the commodities offered 
for sale are described; that the prac- 
tice of the respondents in the collection 
and destruction of catalogs as set out 
in Paragraph Four hereof has had the 
effect of unduly hindering merchants 
who carry on business outside the State 
of Montana, and are engaged in the 
sale of commodities upon mail orders 
to customers in Montana, from com- 
peting in the sale of such commodities 
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with those of the merchants who are 
engaged in the business of selling like 
commodities, at Missoula, Mont., and 
in the territory tributary thereto, and 
such practices have unreasonably and 
wrongfully burdened commerce among 
the States. 

“Paragraph Six: By reason of the 
facts set forth in the foregoing para- 
graphs of this complaint, the respond- 
ents, and each and all of them are and 
have been using unfair methods of 
competition in commerce within the 
intent and meaning of the aforesaid 
Act of Congress, approved Sept. 26, 
1914, entitled, ‘An Act to create a Fed- 
eral Trade Commission, to define its 
powers and duties, and for other pur- 
poses.’ 


Missoula Chamber Is Cited 


“WHEREFORE, NOTICE IS HERE- 
BY GIVEN YOU, The Chamber of 
Commerce of Missoula, Mont., its offi- 
cers, directors and members, and the 
Northwest Theaters Company, that 
the charges of the complaint will be 
heard by the Federal Trade Commis- 
sion at its office in the City of Wash- 
ington, D. C., on the 16th day of 
November, A. D., 1921, at 10:30 o’clock 
in the forenoon*of said day or as soon 
thereafter as the same may be reached, 
at which time and place you shall have 
the right to appear and show cause 
why an order should not be entered by 
the Federal Trade Commission, requir- 
ing you to cease and desist from the 
violations of law charged in this com- 
plaint. 


“AND YOU WILL FURTHER 
TAKE NOTICE that within thirty 
(30) days after service of this com- 
plaint, you are required to file with the 
Commissioner an answer in conformity 
with Rule III of the Rules of Practice 
before the Commission.” 

What a wicked lot of men these 
Missoula merchants are, to be sure! 
Please don’t laugh. 


Smoot’s Sales Tax Is Big Issue 


I have drawn your attention from time 
to time to the progress being made 
by Senator Reed Smoot, of Utah, in his 
efforts to substitute a manufacturers’ 
sales tax of 3 per cent for numerous 
more-or-less discriminatory tax levies 
embodied in the pending measures de- 
vised by the Ways and Means Com- 
mittee of the House and the Senate 
Finance Committee. Smoot’s plan -is 
now by far the biggest issue in the tax 
revision campaign and, regardless of 
the hard knocks it is receiving and may 
receive before the matter is disposed of, 
it promises to be a live question to the 
bitter end. 

The Ways and Means Committee, in 
my opinion, made a serious blunder 
when, during the hearings on the in- 
ternal revenue revision bill, they re- 
fused to permit witnesses to discuss 
any form of sales tax. You cannot suc- 
cessfully suppress public sentiment by 
arbitrarily refusing to permit business 
men to talk. 
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If they can’t talk to a Congressional 
Committee they will talk to each other 
and to the newspapers. Senator Smoot 
is now reaping the benefit of all the 
bottled-up enthusiasm of hundreds of 
thousands of taxpayers who want to 
see the tax burdens evenly distributed 
and who are willing to pay any tax 
whatever so long as it is also borne by 
the other fellow, and is not imposed 
upon a few selected industries or groups 
of taxpayers. 


House Opposes Tax 


But the House leaders, having taken 
a definite position, are determined not 
to retreat; so during the past week 
they have warned the Senate leaders 
that whatever they may do with the 
Smoot bill, the House will never ac- 
cept it. But, paraphrasing the language 
of the Queen in Hamlet, methinks they 
do protest too much. 

Secretary of the Treasury Mellon 
has also taken a position against the 
sales tax, although he has never offi- 
cially considered the Smoot plan, but 
the position of the Administration has 
been rendered a matter of great curi- 
osity during the past few days by the 
announcement of Senator Harry New, 
of Indiana, one of President Harding’s 
most intimate friends, that, after a 
White House conference, he had made 
up his mind that the Smoot bill ought 
to be adopted as a substitute for the 
Finance Committee measure. 

Smoot himself has put on all his war 
paint and appears to have left the 
Finance Committee reservation for 
good, at least so far as the revenue re- 
vision campaign is concerned. After 
a canvass of the Republican Seriaiurs 
he expresses the firm conviction that 
there are votes enough for his measure 
to secure its adoption. 

Smoot realizes that the public does 
not understand his project in its vari- 
ous details and especially that business 
men do not appreciate that his sales 
tax will not amount to an added burden 
of 3 per cent, but that there will be 
important offsets in the way of the re- 
peal of existing taxes that will almost 
if not quite equal the proposed new 
impost. 


Smoot Explains His Plan 


In order that the readers of Harp- 
WARE AGE may understand this im- 
portant project I am reproducing a 
short statement just made by Senator 
Smoot on the floor of the Senate, as 
follows: 

“My plan for a revision of the tax- 
ation system has as its foundation two 
fundamental _ thoughts: First, the 
raising of the necessary revenue for the 
Treasury Department; and, second, a 
system which is simplified from the 
Treasury standpoint as well as that of 
the taxpayer. In other words, I have 
viewed the taxation problem as a busi- 
ness problem from the standpoint of 
all three interested groups—the Treas- 
ury Department, the taxpayer and the 
ultimate bearer of all taxes, the con- 
suming public. 


HARDWARE AGE 


“The public wants to get rid of all 
these annoying taxes, and they should 
be eliminated for the sole reason, if 
for no other, that they were resorted 
to only as war emergency taxes. 

“The amendments which I offer pro- 
vide, in substance: 


These Taxes Would Be Repealed 


“1, Repeal of the excess profits tax, 
effective with reference to net income 
of 1921, instead of postponing the re- 
peal until Jan. 1, 1922, as provided in 
the House bill. The only result that 
will follow the imposition of the excess 
profits tax for the year 1921 will be to 
further burden small or moderate- 
sized business in this country, for the 
great corporations will have no excess 
profits to tax. By small or moderate- 
sized business, I mean business con- 
cerns that depend not so much on their 
capital for their profits as they do upon 
the personal efforts of the owners in 
directing the business. 

“I favor this repeal because I be- 
lieve that in the last election the Ameri- 
can people expressed their desire to 
have this obnoxious and unintelligible 
form of taxation immediately abolished. 
There is every reason why this tax 
should be wiped from the statutes and 
I know of no sound reason why it 
should be retained. It was a war 
necessity, clumsy, unfair, inequitable, 
unscientific and difficult of administra- 
tion. Every reason for its repeal on 
Jan. 1, 1922, is equally applicable to 
its repeal as of Jan. 1, 1921. Business 
expected that it would be immediately 
repealed after March 4, 1921, and so in 
figuring prices did not take into con- 
sideration any element for the excess 
profits tax. 

“2. Repeal of all the various other 
war taxes; the excise taxes, luxury 
taxes, stamp taxes, capital stock tax, 
transportation, telegraph and _ insur- 
taxes, the taxes on soft drinks, ice 
cream, cosmetics, the taxes on ad- 
missions and dues, and all of the other 
‘57 Varieties’ of obnoxious, discrimi- 
natory forms of taxation, the repeal 
of these to be effective on Jan. 1, 1922. 
I postpone this repeal so as to afford 
the Treasury Department ample time 
to provide the necessary forms and 
regulations for the substitute measure 
of which I shall later speak. 


Favors Minimum Corporation Tax 


“3. Retain the corporation tax at its 
present rate of 10 per cent. Any 
higher rate of taxation upon corporate 
income would be unjustified, particu- 
larly in connection with the repeal of 
the excess-profits tax. The House bill 
with the Senate amendment makes the 
corporation tax 15 per cent instead of 
10 per cent, but as the large majority 
of the corporations do not pay the 
excess-profits tax, a flat 15 per cent 
tax would mean a 50 per cent increase 
in taxes for the corporations which are 
least able to bear it. Such an imposi- 


tion would mean relieving the burden 
of the excess profits tax from one group 
of corporations, those having net in- 
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come in excess of about 11 per cent of 
their invested capital, and placing that 
burden on corporations having net in- 
come below 10 per cent. 

“As my amendments will raise ample 
revenue with a flat 10 per cent tax on 
the net income of corporations, I can 
perceive no justification for merely 
transposing an inequity to a corpo- 
ration which is least able to bear it. 

“4, My amendments contemplate no 
change in the present tobacco, liquor 
and inheritance taxes, and custom 
duties as provided for under tariff 
legislation. 


Text of Sales Tax Provision 


“5, In substitution for the various 
taxes repealed, I provide for a produc- 
tion or sales tax in the following 
language: 

“That in addition to all other taxes 
there shall be levied, assessed, collected 
and paid upon every commodity manu- 
factured or produced, when sold,- 
leased or licensed for consumption or 
use without further process of manu- 
facture a tax equivalent to 3 per cent 
of the price for which such commodity 
is sold, leased, or licensed; such tax to 
be paid by the manufacturer or pro- 
ducer. 

“It should be noted that as the tax 
is imposed only when articles are sold 
‘for consumption or used without fur- 
ther process of manufacture,’ the tax 
will be non-cumulative in effect and 
will give the integrated business no ad- 
vantage over the non-integrated busi- 
ness. There will be but one tax. Ifa 
commodity is sold for consumption or 
use in a further process of manufac- 
ture, no tax will be imposed. For ex- 
ample, coal sold for consumption in a 
boiler will be taxable, but coal sold for 
the manufacture of coke will not be 
taxable, the coke bearing a tax when 
sold. Likewise, crude oil sold for fuel 
would be taxable, but if sold to a re- 
finery for the making of gasoline, ‘or 
other commodities, would not be tax- 
able. 

“In order to avoid administrative 
difficulties with small sales, the bill pro- 
vides for an exemption of all sales of 
less than $6,000 during one year. This 
will exclude about 1 per cent of the 
manufactured goods in the country, ac- 
cording to the census of manufactures. 
It will practically exempt all the agri- 
cultural products, since the average 
value of products of farms for this 
year has been estimated by the De- 
partment of Agriculture at between 
$1,000 and $2,000; but as most agri- 
cultural products would find their way 
into manufactured products they would 
be exempt anyway under the definition 
of the tax.” 


Would Raise a Billion 


Senator Smoot figures that his sales 
tax will produce not less than one 
billion dollars, or considerably more 
than the taxes he proposes to repeal, 
and a good many million dollars in ex- 
cess of the productive capacity of either 
House or Senate bill. 
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Telling Folks About a Store Slogan—Another 
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‘Newspaper Store 


Paper”—Good Ads on Price Specials and Builders’ Hardware 


Focusing Attention on Slogan 


No. 1 (2 cols. x 8 in.) 

The other day we opened a letter 
from the Marable Hardware Co., 
Clarksville, Tex., and read with pleas- 
ure the following comment on our ef- 
forts in this department. Quoting the 
letter: “We have been reading your 
regular department, Publicity for the 
Retailer, and have from time to time 
made use of the ads submitted to you 
from hardware retailers from all parts 
of the states.” 

We are glad to quote from this let- 
ter for two reasons. First, we are 
pleased to be of real service to hard- 
ware merchants and, second, we always 
like to hear from a dealer who is mak- 
ing practical use of this department. 





PUT GOOD 





If you are going to sell it will increase its value, 
If you are going to live in it yourself it will be a | 


constant source of satisfaction. 


i 

} 

Poor Hardware will spoil the best built house i 
and is dear at any price. HT 

Let us figure with you 


You Will find our assortment large and our i 
prices right. i 


—SEE OUR WINDOW— 
| 


SUMNER CO. | 


MAIN St, MONCTON. N.B. 











4. Strong arguments for good builders’ 
hardware 








Separators. 








t—Reonomically utes hero 
sone as well as gasolice. 


to fatten your 


for you. 





4—Buction fuel feed —no 
emp —vimele post- 


S—Convenient epeed com 
troller gives change of 
apeed while engine te 

Cy 











LENANE'’S sarpware 


Farm Owners and Home Builders will find our Prices on Farm Supplies and Building Material very at- 
tractive. Let us quote you on whatever you need in this line. We are the exclusive distributers in Lawrence 
and vicinity for the Fairbanks Morse line of Farm Engines and Water Systems. Also the De Laval Cream 


What One Gallon of Kerosene a ae on tae quality, per r phaenee $6. 
a oy 2 . ubber Roofing Paper, smooth finish, no sand, 
in a “Z”’ Engine Will Do for You weet role coctetsazateeenss ° 
‘ all Board, per sq. ft ee Kedeb tease . 4¢ 
aeons t ee Green and Red Slate Surfaced Roofing, go Ib 
work ti engine wi rolls ae pkdwae $3.50 
do at the low cost of Wo not confuse this paper with the lighter weights 
one gallon of kerosene? Florence Oil Cook Stoves. Special prices on the bal- 


It will pump 10,000 gallons of 


canter Ge ouae wads 8 1—Burner Oil Stoye Ovens ..........05 $2.65 
hon . for fire protecticn, 2—Burner Oil Stove Oven $5.69 
, - stsne 10 So-mate, 16 All Lawn Mowers at 20 per cent discount. 
a eatin, A few Screen Doors left at, each $1.50 
15 hou \ . 0 at, each .... my 
as ntl yom shent See ee at Couch Bed Hammocks, each .........-. $15.00 
gees All Copper Wash Boilers heavyweight each $6.45 


It will grind 40 bushels of feed 
It will saw over 5 cords of wood 


It will ran your churn—cream 
separator — milking machine. 

It will operate your @mily comply. 
washing machine— your grind- 
stone, corn sheller, clover huller, 
shredder, hay baler and other 


—Renewadle tlecant bear: machines about the farm. Requires no Tilt 3" to7 $2. 
i. Over 300,000 “2” engines have ‘Throws all the light on- 7 to 84 2.50 
t—Automat'c in operation, been bought by farmers every- to the road where it is 8% to o} $3.00 
Sioned ted. where. They saved labor wanted, giving a 63 per oR to 94” $3.50 
Se got more work done. The many cont more useful light. 10} to 114” .... $4.00 
. big advantages of the “Z* were 
ee nies they Wiolet Ray Lenses, $3 pair 
Op bought. McKee Lenses—Type D—A practical service- 
X Note these features at the left able Lens that requires less tilt than any 
and then you, too, come inand = other advertised lens, all sizes, at parr $1.50 
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ance of our stock 


Garage Doors, standard size 8x8 at New-Prices. 


. 
Auto Shop Specials 
Do your headlights comply with the law? We 
are prepared to give you advice on what lenses do 


McKee Lenses--Type M 


Luggage Carriers Heavy and Strong, each $5.00 
Michelin Tubes 30x3$ «.- 6-6. e eee $2.95 
Whiz Liquid Tire Cover, pints, 75¢, «ts, $1.25 

Call at our Auto Shop before you make that 

















, % see the “Z.” 
144 H.P.....$ 67.00 
ofe 3HLP..... 115.00 
6H.P..... 187.00 
170-174 SOUTH UNION STREET 


trip to the beach or the mountains, 
TEL. 2729 


3. Good copy reinforced by attractive prices 


We know many dealers who are con- 
stantly clipping and using ads repro- 
duced in this department and who are 
reading our suggestions and putting 
the ideas expressed into practice. 

On the other hand, we know some 
dealers who read this department yet 
who do not make regular use of it. 
Therefore, it seemed to us that this 
letter from the Marable people afforded 
us an opportunity to again remind you 
that the ads and text matter used 
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weekly in this department enjoy a 
unique distinction. Our suggestions 
are not wholly one man’s interpreta- 
tion. Rather, they are a presentation 
of the other man’s ideas. Our ads are 
culled from groups of the best an- 
nouncements submitted. Often a dealer 
will submit three or four ads and we 
will select from them the one or two 
which seem to carry something new or 
effective in the manner of presentation. 
In other words, this department is both 
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an expression of many minds and also 
the best expression of these minds. 
Therefore, if you read the department, 
you are gaining thereby but you are 
profiting larger if you both read and 
USE the suggestions made. 

As an example, take the Marable ad 
on slogans. Did you ever try to ad- 
vertise your store slogan? Do you 
know a good way to draw attention to 
it? Do you realize that a slogan ought 
to get a little publicity now and then? 
Perhaps you have never thought about 
it because you felt that your slogan 
was being advertised all the time in 
your ads. True, but just the same a 
slogan should be advertised now and 
then. 

We selected this Marable ad to show 
you how a slogan can be effectively ad- 
vertised. Supposing now, in addition 
to reading about this Marable ad and 
slogans, you clip this ad, substitute 
your own slogan, phrase the last para- 
graph in the ad to fit your own case, 
attach your firm name and address and 
bundle it off to your newspaper before 
the whole works of the ideas is lost in 
the limbo of memory. 

Again—the “Newspaper Store Paper” 
No. 2 (full page.) 

The day we opened the Marable let- 
ter we also came upon a note from the 
Oneonta Hardware Co., South Pasa- 
dena, Cal., which pleased us as did the 
Marable letter for R. S. Payne of the 
firm wrote: “HARDWARE AGE is cer- 
tainly a welcome visitor. Get a copy 
for the store and also have a copy sent 
to my residence.” 

Mr. Payne enclosed the first number 
the Oneonta Hardware Hook, which he 
edits for the firm, and which is repro- 
duced in these columns. 

The Hook is a store paper used in a 
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Now is the time to do the necessary repair work around 
the place. Our line of standard tools is complete. Stanley and 
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| Cut out this coupon, present it at our | 
- store with 49 cents and get one of | 
those Bamboo Lawn Rakes that are | 
so handy. i 
NEXT WEEK ONLY | 

















2. Here’s a store paper in a newspaper 


newspaper, a type of ad that is find- 
ing much favor among hardware deal- 
ers. In his opening talk, Mr. Payne 
says his firm is going to “cast” and 
see what the “hook” brings forth. Our 
suggestion is to run a line under the 
paper’s title like this: ‘“Baited with 
bargains and ‘cast’ every little while 
in local business waters.” 

This first number is well handled, 
especially the reading columns. The 
scheme of running the ads on either 
side of the reading matter is a good 
one. 

The ads are particularly commend- 
able for their open appearance and 
easy reading qualities. In fact, in this 
particular, we think the Hook has 
achieved something really worth-while. 

We call attention to the coupon in 
the lower right hand corner. We pre- 
sume that this is to be a regular fea- 
ture. If not, we suggest that it be 
made one for it has great possibilities 
as a business getter and also as a 


means of converting the casual reader 
into a regular Hook “fan.” 


A Score of Attractive Prices 


No. 3 (4 cols. x 10 in.) 

Lenane’s of Lawrence, Mass., have 
in their current ad reproduced here- 
with an announcement bound to be read 
because of the flock of price figures 
which mean so much to the public these 
days. 

Just at the present, it is advisable to 
include several of these price ads in 
your monthly ad schedule. Prices are 
always news and when prices drop they 
constitute exceedingly welcome news. 

This ad concentrates on farm sup- 
plies, building material and auto spe- 
cialties. Prominence is given light 
lenses because of the recent Massachu- 
setts law requiring proper focusing of 
lights and the fact that the lens fea- 
tured requires no tilt will make an im- 
pression on motorists, for when car 


(Continued on page 96) 
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on TRADE CONDITIONS | 
IN HARDWARE, IRON AND STEEL. ETC. 
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Office of HARDWARE AGE, 
239 West 39th Street, 
New York, Oct. 10, 1921. 


a SNERALLY speaking reports in- 

(> dicate that business has done 

more than hold its own—it has 
shown a slight weekly increase. 

Hebrew holidays celebrated the first 
two days of the week put a noticeable 
dent in the business done by New York 
wholesale houses. In some sections the 
retail trade was similarly affected. But 
on Wednesday this loss was partially 
recovered, as the week’s records show. 

Optimism prevails with both jobber 
and dealer, and every report seems to 
express satisfaction. The general tone 
of the market seems to indicate a 
strengthening tendency. Price adjust- 
ments are being made daily and most 
dealers are watching these changes 
with great interest. 

Among the more important price 
changes are the following: 

PICTURE WIRE HAS BEEN ADVANCED 10 
PER CENT. 

PERFECTION MOLASSES GATES NOW 
TAKE A DISCOUNT OF 50 AND 10 PER CENT. 

NEWARK ICE CREEPERS ARE QUOTED AT 
$3.75 PER DOZ. 

UNION ICE CREEPERS ARE QUOTED -AT 
$1.80 PER DOZ. 

EAGLE ICE CREEPERS ARE QUOTED AT 
$1.50 PER DOZ. 

FILES HAVE NOW TAKEN A DECREASE 
OF 10 PER CENT, WHICH MAKES A DIS- 
COUNT OF 70 PER CENT OFF LIST. 

DUNHAM WATER WEIGHT LAWN ROLL- 
ERS TAKE A DISCOUNT OF 30 PER CENT TO 
THE DEALER. 

Jobbers report the following an- 
nouncements from manufacturers: 

F, P. SmitH & Co., SHARON HILL, PA., 
HAVE REDUCED PRICES OF HOG RINGS AND 
RINGLETS. 

J. S. Duck, CHESTER, CONN., HAVE 
MADE A REDUCTION ON AUGERS, BITS, ETC. 

NEw YorRK STAMPING Co., BROOKLYN, 
N. Y., HAVE ISSUED A NEW PRICE LIST, 
DATED OCTOBER, 1921, SHOWING REDUC- 
TIONS ON STEELWARE SPECIALTIES. 

Brown & Dopp, MARYLAND, OHIO, 
HAVE MADE A REDUCTION ON CAN OPEN- 
ERS. 

LEONARD WATCH Co., BosTon, MAss., 
HAS ISSUED A PRICE LIST DATED SEPTEM- 
BER 28, 1921, SHOWING REDUCTIONS. 

WALL BOARDS HAVE BEEN ADVANCED 
$3 PER 1000 BY MOST MANUFACTURERS. 
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COPPER SHEETS, BARS, RODS AND TUBES 
HAVE ADVANCED 1 CENT PER POUND, EF- 
FECTIVE OCTOBER 5, 1921. 

H. L. Jupp, NEw YorK, HAS REDUCED 
PRICES ON CURTAIN RODS. 

JACKSON SHEAR Co., FREMONT, OHIO, 
HAS ISSUED PRICE SHEET No. 21 WHICH 
SHOWS REDUCTIONS. 

NATIONAL LOCK WASHER Co., NEwW- 
ARK, N. J., HAS MADE A 10 PER CENT RE- 
DUCTION ON LOCK WASHERS. 

COTTON LAMP WICKS HAVE BEEN AD- 
VANCED BY MANY MANUFACTURERS. 

GLENDINNING BrROos., BALTIMORE, MD., 
HAVE REDUCED PRICES ON SHOE FINDINGS 
GOODS. 

W. H. HOWELL, GENEVA, ILL., HAS IS- 
SUED A PRICE LIST DATED OcT. 1, 1921, 
SHOWING REDUCTIONS ON ALL KINDS OF 
SAD IRONS. 

GARFIELD WIRE Goops CoO. HAS MADE 
REDUCTIONS ON SCREEN CLOTH. 


Automobile Accessories. — General 
stocks are in good condition, and ‘inter- 
est for tool sets and automobile spe- 
cialties are the most active items. 


Ash Sifters.—Stocks are fair, prices 
firm, and dealers showing fair interest. 


Jobbers’ quotations f.o.b. New York: 

Heavy steel galvanized ash sifter, rotary 
wire sieve. iron brace bands, $30 per doz. 
Crated, $33 per doz. 


Axes.—Generally speaking, the inter- 
est in axes is mild. Suburban dealers 
are showing more interest. Stocks are 
adequate and prices firm. 


Jobbers’ quotations f.o.b. New York: 
, House axes, ebony finish, 2% Ib., $12 per 
aozZ. 

“Fall City” axes, 2% Ib., $13.50 per doz. 

Long Island handled axes, 24 to 2% Ib., 
$19.50 per doz. 

Second quality, 36-in. handle, 4 to 5 Ib., 
$19 per doz. 

Flint edge, Rockaway pattern, 4 to 5 lb., 
$20.75 per doz. 

Connecticut pattern, handled 3 to 
3% Ib., $19.50 per doz. 


Bolts and Nuts.—Interest in this line 
is fairly good, and jobbers’ stocks seem 
to be adequate for the present demand. 


Jobbers’ quotations f.o.b. New York: 

Common carriage bolts, % by 6 and 
smaller, 50, 10 per cent to 50, 10 and 5 per 
cent; longer and thicker, 45 and 10 per 
cent to 50 and 5 per cent. 

Machine bolts, % by 4 and smaller, 50, 
10, 10 per cent to 60 and 5 per cent; larger 
and thicker, 50 and 10 per cent to 50, 10 
and 5 per cent. 

Semi-finished hexagon nuts, 9/16 and 
smaller, 80 per cent; larger and thicker, 75 
per cent. 

Tinners’ rivets, 60 per cent. 

Hexagon machine screw nuts, iron, 40-5 
per cent; brass, 4/32 to 8/32 in., 75 per 
cent; 10/32 to 12/32 in., 65 per cent; 
14/32 in., 60 per cent. 

Lock washers, 50 per cent. 
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axes, 
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Toggle bolts right finish, 60 per 
cent 

Iron rivets, 6° ‘ nt solid coppel 
rivets, 40 per cent 

Stove bolts, 80 pe 

Builders’ Hardwar: \eeping pace 
with increased buili program, the 
sale of builders’ hardw is progress- 


iplete sat- 

jobbers 
slight in- 
firm, and 


ing to what seems to 
isfaction on the part of 
and dealers. Buying show 
crease each week, prices a 
stocks so far adequate. 

Cider Mills and Wine Presses.—Sales 
are fairly active for this class of goods. 
Stocks are reported as adequate, and 
prices firm. 

Jobbers’ quotations f.o.b. New 

Cider mills, junior size, $33 
medium size, $42.25 each net; 
$55 each net. 

Wine presses, 
cording to size, 
$16.50 each net 

“Juicy Fruit’ wine and jelly press, 6-qt., 
$5.35 each; 12-qt., $7.50 each. : 

Coffee Mills.—Adequate stocks with 
steady prices and a mild demand. 


York: 
each et 
senior size, 


range ac- 
each net to 


popular sizes, 
from $8.25 


Jobbers’ quotations f.o.b. New York 

Coffee mill, glass hopper, metal part 
japanned, holds 1 |b. coffee, $11 per doz 
Same, slightly different shape, $14.25 per 
doz. 

Cotton Gloves.—Cotton gloves are 


demanding considerable attention in the 
local market. Up to the present prices 
are firm, stocks ample. 

Jobbers’ quotations f.o.b. New York: 

Cotton gloves, white canton flannel, with 
knit cotton wrist, light, $1 per doz. pair. 
net; heavy, $1.75 per doz. pair, net. Heavy 
weight white canton flannel, cuff lined, 
with heavy stiffened material, regular style, 
$1.75 per doz. pair, net; leather faced, $4 
per doz. pair, net 


Farming Tool HandleS’.—The demand 
is mild, prices are steady, stocks suffi- 
cient. 

Jobbers’ quotations f.o.b. New York: 


Hay fork handles, bent, 5 ft., $4.75 per 
doz.; 6 ft., $7.25 per doz.; hay fork handles, 


straight, 5 ft., $4 per doz.; 6 ft., $6.40 per 
doz. 

Long handle manure fork handle, $4.20 
per doz.; wooden D manure fork handle, 
$6.60 per doz. Six ft. rake handle, $5.90 per 
doz. 


Shank hoe handles, $2.20 per doz. Spade 


handles, $6.75 per doz. 

Malleable D spading fork handle, $5.45 
per doz., plus 5 per cent. Wooden D spad- 
ing fork handle, $6.60 per doz. 

Bundle lots 5 per cent off. 

Galvanized Ware.—Although there 
were no changes in either direction, an- 
nounced in this field, persistent rumors 
indicate a possible advance of from % 
to %c. per lb. Dealers are showing a 
little more interest, and reports indi- 
cate a much strengthened market. 
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Prices to retailers f.o.b. New York: — 
salvanized sheets, No. 28 gage, $5 to 
$5.25 per 100 lb. Y 
Jobbers’ quotations f.o.b. New York 
Galvanized pails, 8 at., $2.35; 10 qt., $2. 70; 
12 qt., $2.95; 14 qt., $3.30; 16 qt., $4 per doz. 
Galvanized wash tubs, No. , $7.85; No. 
2, $8.80; No. 3, $10.25; all per doz. 


Ice Scrapers.—For future delivery ice 
scrapers are receiving very good atten- 
tion. Prices are firm and stocks ample. 


Jobbers’ quotations f.o.b. New York: 

Ice scrapers, solid shank, steel blade, 
rough finish, 6% x 5% in., 4 ft. handle, $6.25 
per doz. Solid shank, extra quality, tem- 
pered steel blade, 7 x 6 in., % in. pol- 
ished and painted blue, 4 ft. handle, $7.50 
per doz. Ice scrapers, socket extra heavy, 
7 in. blade, 6 in. deep, % in. polished and 
painted blue, 4 ft. handle, $10 per doz. Ice 
scrapers, extra heavy, solid shank, double 
beaded blade, 8 x 6 in. heavy iron ferrule, 
4% ft, handle, $10.40 per doz. 


Ice Skates.—Interest at the present is 
mild, stocks sufficient. Prices are guar- 
anteed till Feb. 1, 1922. 


Jobbers’ quotations f.o.b. New York: 

Men’s and boys’ all clamp club skates, 
sizes 8 to 12 in., 91c. to $1.18. Men’s and 
boys’ all clamp hockey skates, runners cast 
steel, all parts nickel plated. sizes 9% to 
11% in., $1.24 to $1.63. Canadian hockey 
sKates for men, women and children, nars- 
row foot plate, sizes 8 to 11% in., 4c. to 
$1.48. Women’s and children’s ¢ lub skates, 
russet leather back and strap, sizes 8 to 
il in. Polished cast steel runners, $1.15 
to $1.40. ee. and_ children’s clamp 
hockey skates, $1. Women’s and chil- 
dren’s clamp hocke  seaiien s, russet leather 
back and strap, runners made of cast steel, 
nickel plated, $1.51 to $1.99. 

Jack Chain.—Dealers are showing 
but mild interest in jack chain at pres- 
ent. Stocks are ample and prices un- 
changed. 

Jobbers’ quotations f.o.b. New York: 

[ron jack chains, 6 to 18, 40 per cent off, 
19 to 24, 30 per cent off; brass, 6 to 24, 
19 per cent; brass, safety, 40 and 10 per 
cent. 

Lanterns.—Mild interest is being 
shown, but prices are steady and stocks 
sufficient. 

Jobbers’ quotations f.o.b. New York: 

Hy-Lo tin lanterns, $9.50 per doz. Victor 
tin lanterns, $9.50 per doz. Monarch tin 
lanterns, $9.50 per doz. Junior brass lan- 
terns, $18 per doz. Blizzard tin lanterns, 
$14.50 per doz 3uckeye dash lanterns, 
$14.75 per doz. Roadster wagon lanterns, 
$18.50 per doz. De Lite lanterns, $14.50 
per doz. Little Wizard lanterns, $11.25 per 
doz. Eureka driving lanterns, plain lens 
$19 per doz. Watchmen’s mill lanterns 
enamel finish, $25 per doz. Imperial plat- 
form lanterns, $9.75 each. 


Levels.—Local jobbers report along 
with other items used by builders, levels 
have been receiving a good share of at- 
tention. Stocks appear adequate, and 
prices are showing every indication of 
firmness. 

Jobbers’ prices f.o.b. New York: 








Jocket levels, iron, 3 in., japanned, $1.72 
per doz.; 2 in. hexagon brass, nickel plate + 


proved glass, $3.60 per doz.; same, 4% in., 
$8.20 per doz 

Line levels, 3 in. aluminum, German sil- 
ver end, $5.13 per doz. 

Plumbs and Levels.—Cast iron japanned, 
nickel plated trimmings, with proved 
glasses, two plumbs, 6 in., $16.32 per doz.; 
same, 24 in., $31.60. 

Steel Levels.—Cold rolled steel, web 
japanned, 1 plumb and two levels, 22 in., 
$19.38 per doz. 


Linseed Oil.—The local demand for 
linseed oil is fairly active among those 
who buy in small lots. The demand for 
large quantities is rather mild. Prices 
are slightly lower, but will not neces- 
sarily remain so. 


Prices to retailers f.o.b. New York: 

Linseed oil in car lots, 7#c to 72c. per 
gal.: less than car lots but more than 5 
bbl. is 73c. to 75¢c. per gal.; single barrel 
lots is 76c, to 78c. per gal. Boiled oil is 
2c. extra per gal. and double boiled oil is 
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8c. extra per gal., and oil in half bbl. lots 
is 5c. extra per gal. 

Nails.—There has been little change 
in the nail market. At present the de- 
mand is fairly good. Stocks appear 
adequate and reports continue to show 
evidence of occasional price cutting. 
This practice, however, seems to be 
scarcer. 

Jobbers’ quotations f.o.b. New York: 

Wire nails, $3.50 to $3.70, base, per keg. 

Cut nails, $4.25 to $4. 15, base, per keg. 

Coated nails, $3, base, per keg. 

Wire nails and brads, 75-10 to 80 per cent. 


Naval Stores.—The demands of the 
local market are still rather light in re- 
gard to naval stores, though there are 
indications of a strengthening tone. 


Prices to retailers f.o.b. New York: 

Turpentine is 744c, to 764c. per gal. 
Rosin is be sing quoted, B grade. $5.53: D 
grade, $5.60; E grade, $5.70; F and G grade, 
$5.75; H rated, $5 85: I ‘grade, $5.90; K 
grade, $6.10; M grade, $6.25; N grade, 
$6.50; WG grade, $6.75, and WW gerade, $7. 


Roller Skates.—The roller skate sit- 
uation is practically unchanged. A 
light demand continues with firm prices 
and adequate stocks. 


Jobbers’ quotations f.o.b. New York: 

Extension roller skates, steel foot plate 
and back, extend 7% to 9% in., cast iron 
rolls, web heel and toe straps, $1.10 per 
pair. Same, better grade, $1.20 per pair. 
[extension skates, with tops, trucks, clamp 
made of cold rolled steel, rubber cushioned, 
extension, 7% to 10 in., half strap heel, 
clamp toe, plain steel roll, $2.10 per pair. 
Extension ball-bearing roller skates, for 
men, nickel-plated, $2.65 per pair. Same, 
for women, $2.75 per pair. 


Rope and Twine.—A slight advance 
on rope announced last week has had 
but little effect on the local market. 
The demand for twine has shown a 
steady increase, and there has even 
been a large export business for the 
common variety of jute wrapping twine. 


Jobbers’ quotations f.o.b. New York: 

Manila rope, No. 1 grade, 17¢c. to 19%c. 
per lb. Hardware grade, 14c. per lb. Sisal, 
No. 1 grade, 13c. per lb.; sisal, No. 2 grade, 
lic. per Ib. Bolt rope, 20c. to 22c. per Ib. 

Lath yarn, 13c. to 15¢c. per lb. Jute wran- 
ping twine, 191he. to 24tee. per lb. India 
hemp twine, No. 6, 15144c. to 17%c. per Ib. 


Screws. — Consistent demand for 
screws continues. Prices are firm and 
stocks are ample. 


Jobbers’ quotations f.o.b. New York: 

Wood Screws.—Flat head, bright, 7744-15 
per cent; flat head, galvanized, 6214-15 per 
cent; round head, blued, 75-15 per cent: 
round head, nickeled, 65-15 per cent; round 
head, brass, 70-20 per cent; flat head, 
brass, 7214-20 per cent; round head, brass, 
nickeled, 65-20 per cent. 

Machine Screws.—Iron, flat and round, 
80-10 per cent; brass, flat and round, 75 per 
cent, 

Cap screws, 75 per cent 

Set screws, 75-5 per cent. 


Sleds.—It is a little early to expect 
much for this class of goods, but at 
present the demand seems very consist- 
ent. Prices are unchanged. 


Jobbers’ quotations f.o.b. New York: 

Flexible Flyer sleds, No. 1, 38 in. long, 12 
in. wide, 6 in. high, $4.50 each: No. 2, 42 -7 
long, 18 in. wide, 6 in. high, $5 each; No 
47 in. long, 14 in. wide, 7% in. high, $6. % 
each; No. 4, 52 in. long 14 in. wide, 7% in. 
high, $7 each. Junior Racer, 49 in. ‘long, 12 
in. wide, 64% in. high, $5.50 each; Racer, 57 
in. long, 13 in. wide, 7% in. high, $6.75 each; 
No. 5, 63 in. long, 16 in. wide, 8 in. high, 
$9.50 each. No. 4, with one pair of foot 
rests, $7.75; No. 5, with two pair of foot 
rests, $11. 


Sporting Goods.—Local demand for 
sporting goods seems fairly active, and 
stocks are sufficient. 








Stove Pipes and Elbows.—Interest 
for stove pipes and elbows seems to be 
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on the increase. Prices appear firm and 
stocks sufficient for local needs. 


Jobbers’ quotations f.o.b. New York: 

Stove pipe, black iron, No. 28 gage; 12 
lengths to a bundle, 4 in., $1.60; 4% in, 
$1.75; 5 in., $1.95; 5% in., $2. 25; 6 in., $2.50 
each per doz. lengths. 

Elbows, black iron, No. 28 gage, 12 
lengths to a bundle, 4 in., $1.60; 4% in., 
$1.70; 5 in., $1.80; 5% in., $2.10; 6 in., $2.25 
each per bundle of 12 lengths. 


Tree Holders.—Interest in this line 
of goods is fairly active, stocks suffi- 
cient and prices unchanged. 

Cast iron tree stands, japanned, striped 
with gold bronze, 2 in. opening, $10 per 
doz. net; 3 in. opening, $16.75 per doz. net; 
“Gem” tree stand, $5.75 per doz. 

Toys.—Both jobbers and dealers seem 
satisfied with the present toy business. 


Window Glass.—Increased interest is 
being shown for window glass. Stocks 
are moderate and prices unchanged. 


Prices to retailers f.o.b. New York: 

Bb single window glass, 82 per cent dis- 
count. 

B double glass, 85 per cent discount. 

4 double and single glass, 82 per cent. 

Wire Goods.—Good orders are com- 
ing in daily to local jobbers calling for 
late deliveries. There are reports of 
varying prices. 

Jobbers’ quotations f.o.b. New York: 
_ Poultry netting, galvanized after weavy- 
ing, factory shipment, 50 and 5 per cent, 
from New York stock, 45 per cent. Poultry 
netting, galvanized before weaving, tac- 
tory shipment, 50-10-5 per cent. 

Square mesh wire cloth, 2 x 2, New York 
stock, $4.50 per 100 sq. ft.; x 3, $4.75 per 
100 sq. ft.; 4 x 4, $5 per 100 sq. ft. 


P. S. Carey-McFall Co., 2154-8 East 
Dauphun Street, Philadelphia, Pa., has 
issued a new price list, effective Oct. 1, 
showing a discount of 40 per cent. 

Jobbers announce that John Pfeifer, 
Philadelphia, Pa., will make no snow 
shovels this season. 





Publicity for the Retailer 
(Continued from page 94) 


builders put on headlights the idea that 
the owner would ever want to tilt them 
seems to have been as far from their 
thoughts as polar bears or the Ein- 
stein theory. Not until you try to tilt 
your own headlamps will you fully ap- 
preciate the strength of our statement. 

Half of the ad carries a very good 
presentation of a farm engine in the 
form of a manufacturer’s ready-made 
announcement, yet so cleverly is this ad 
set in that it appears part and parcel 
of the entire ad. 


Scant Text but Strong Appeal 


No. 4 (2 cols. x 8 in.) 

The Sumner ad recently sent us by 
G. V. White, who looks after the firm’s 
publicity, is a strong argument for good 
builders’ hardware. 

This copy hooks two kinds of pur- 
chasers—the owner who wants to sell 
and the owner who wants te live in his 
house. Few words express the thought 
but nevertheless when this ad catches 
the eye of the owner figuring on build- 
ers’ hardware, it will cause him to do 
considerable thinking before he places 
an order for poor quality hardware. 

The heading of the ad is good and so 
is the last line calling attention to the 
store windows. 
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Office of HARDWARE AGE, 
1505 Otis Bldg., 
Chicago, Oct. 5. 

C OOLER weather is having a bene- 

ficial effect on hardware sales. 
Fires are being started and there is 
increased demand for coal hods, stove 
pipe and stove boards. Other lines of 
fall hardware are showing more action 
and there are good indications that 
business will be satisfactory until after 
the holiday rush. 

Prices show little tendency to change 
and declines are quite the exception. 
There seems to be greater stability of 
prices now than for several months. 

Railroad figures are of an encourag- 
ing nature. Loadings are on the in- 
crease and earnings are going forward 
to a basis which will permit the roads 
to earn some money and spend some. 
Statements of leading railroads show 
they are now earning some small 
dividends and many of them, it is said, 
will be in the market more actively for 
supplies from now on. This will have 
an important bearing on the iron and 
steel situation as well as benefiting 
business in general. 

The star of hope in the building 
trades controversy is again on the rise. 
Carpenters and plumbers who refused 
the lower wage scale suggested by 
Judge Landis have voted to accept the 
new wage of 95c. an hour and go to 
work and there are not any barriers 
left to the $60,000,000 building program 
in Chicago, except the season, which is 
too late for as much work to start as 
would have been begun had the settle- 
ment come a few weeks earlier. Con- 
tractors and building supply men have 
voted the award of Judge Landis a 
voted of confidence and pledged them- 
selves to do all they can to make the 
settlement a success. 

Money is freer and needs can be 
filled at the banks on more favorable 
terms than in the past. 

The unemployment situation remains 
acute but no worse than it has been. 

Automobile Accessories.—Demand is 
somewhat lessened over the slight busi- 
ness which has prevailed. The season 
is getting late and cars are not in 
such general use as they were and 
sales of accessories have felt the turn 
in the weather. There is nothing new 
in prices. 

We quote from jobbers’ stocks, f.o.b 
Chicago: Reliable jacks, No. 46, $3 each, $34 
doz.; De Luxe long handled jacks, $8.50 
each; No. 1 standard jacks, $3.25 each; 
twin-cylinder foot pumps, $1.25 each; Sim- 
plex jacks, $2.10 each; Stewart hand horns, 
$4 each; Howe spotlights, $4 each; Weed 
chains, 30 x 8%, $5 per pair, with 25 per 
cent off in lots of one dozen pairs and 33%% 
per cent off in lots of more than one doz. 
pairs; Rid-O-Skid chains, $2 to $2.65 per 
pair; inner tubes, red, 30 x 3%, $2.50 each; 
gray tubes, 30 x 3%, $2.05, each; Lyon 
bumpers, $10.25 each; Bethlehem = spark 
plugs in lots of 100 special type, 43c. each; 
Mica type Bethlehem, 74c. each; standard 
porcelain Bethlehem plugs, 55c. each; Her- 
cules Giant plugs, 55c. to 60c. each; Her- 
cules Junior plugs, 27c. to 35c. each; HelFi 
standard plugs, 45c. to 52c. each; HelFi 
tractor plugs, 83c. to 97c. each; A. C, Titan 
plugs, b8c. each; A. C. Cico plugs, 48c. each; 
Splitdorf plugs, 70c. to 78c. each; United 
Junior plugs, 40c, each; Champion X plugs. 


50c. each; Champion O plugs, 50c. each; 
Champion heavy duty plugs, 57c, each. 
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Axes.—Good business is reported in 
axes and it should remain good for 
many weeks to come. Prices are un- 


changed. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: First quality, single bitted, un- 
handled axes, 3 to 4 Ib., $14.50 base; good 


quality black unhandled axes, same weight, 
$13.50 base; single bitted handled axes, 
$16.50 to $22 doz. 


Alarm Clocks.—Sales are more than 
satisfactory. The jobber is able to 
supply needs with prompt shipments. 


We quote from jobbers’ stocks, f.o.b 
Chicago: America, $13.08 doz. lots; case, 
$12.48 doz.; Bluebird, $15 doz. lots; case, 
$14.16 doz.; Bunkie, $25.56 doz. lots; case, 
$24.60 doz.; Lookout, $16.08 doz lots; case, 
$15.48 doz.; Sleepmeter, $17.52 doz. lots; 


case, $16.92 doz. 

Bicycles and Tires.—New prices are 
out and they are lower than last sea- 
son but it is a little early for very 
much business to be placed. 

Builders’ Hardware.—The season is 
waning on builders’ hardware and 
there is not very much activity in Chi- 
cago nor is there apt to be this year, 
but in some of the smaller communities 
around Chicago there is a good de- 
mand. Prices are at the same level and 
the trade is not looking for any price 
changes this year. 

Cotton Gloves.— Further advances 
are made on cotton gloves in conform- 
ity with the increased cotton prices. 
Manufacturers are behind on orders 
and some of the popular numbers are 
difficult to get. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: 6 oz. knit wrist gloves, $1.20 doz.; 
8 oz. knit wrist gloves, $1.45 doz.; 10 oz. 
knit wrist gloves, $1.80 doz.; 8 oz. plain 
husking mittens, $1.15 doz. 

Copper Rivets and Burrs.—Low 
prices are a magnet which is bringing 


out a good run of business. 


We quote from jobbers’ stocks, f.o.b 
Chicago: Standard sizes and packages, 50 
per cent discount. 


Chains.—Cow ties and log chains 
are leading in the sales. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Proof coil chains, 1-in. base, $8.50 
per 100 Ib.; No. 00, 4%-ft. electric welded 
cow ties, $2.75 doz. 

Cutlery—Sales have greatly  in- 
creased and the jobber is looking for 
a fine run of business from now until 
mid-December. There is not a heavy 
supply of goods in the retail stores and 
the manufacturer thinks there will be 
needed buying from now on until the 
holiday demands are met. Prices seem 
to be steady. 

Cooking Utensils—Enameled roast- 
ers are probably the leading items in 
the sales of cooking utensils at this 
time and good demand is expected for 
the next few weeks. Prices are some- 
what easier on some lines of aluminum 
ware and sales are of fair volume. 

Eaves Trough and Conductor Pipe. 
—Prices are low in spite of the ad- 
vance on galvanized sheets. 


We quote from jobbers’ stocks, f.o.b 
Chicago: 29-gage 5-in. lap joint eaves 
trough, $4.30 per 100 ft.; 29-gage, 3-in. cor- 
rugated conductor pipe, $4.50 per 100 ft.; 
3-in. corrugated conductor elbow, $1.55 doz. 

Files—The discount on American 
files has been increased from 66 2/3 to 


70. per cent off. 
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_We quote from jobbers’ f.o.b 
Chicago: Nicholson files. 50-10-10 per cent 
olf; American files, 70 per cent off: Disston 
file S, 50-10-10 per cent off; Black Diamond 
files, 50-10 per cent off. 


stocks, 


_ Flint Paper and Cloth—Sales con- 
tinue in good volume. 
We q from jobbers’ stocks, f.o.b 
Chi igo: | quality flint paper, No. 0, 
$4.50 per first quality emery cloth, 
No. 6 é ream. 

Galvanized Ware——Should the sup- 
ply of tubs and pails run short an ad- 
vance in price might be looked for 


and there are some who are expecting 
just such a change. 

Glass.—Prices are without change 
and there is fair demand. 

We quote from f.o.b. 


bbers’ stocks, 











Chicago: Single strength A, all sizes, 81 per 
cent off; single strength B, all sizes, 81 per 
cent off; double rength A, all sizes, 83 
per cent off; putty 100-Ib. kits, $4.75; 
commercial putty, $4.10: iziers’ points. 
Nos. 1, 2 and 3, one doz., 7ix ; 


Guns and Ammunition.—Indications 
are that the brisk trade at retail in 
firearms and shells will continue good 
for some time. 

Hatchets.—Prices while much below 
the high level have not been changed 
recently. A faix: volume of business is 
indicated. 


: We quote from jobbers’ stocks, f.o.b. 
Chicago: Size 2, extra quality broad 
hatchets, $19 doz.; competitive grade, $13 


doz.; warranted shingling hatchets, $14.35 
doz. ; compaenive forged shingling hatchets, 
$9.75 doz. 

Hammers.—Better business than in 
most tools is reported. 


We quote from jobbers’ 
Chicago: No. 11% first 
mers, $13.50 per doz.; competitive forged 
nail hammers, $7.50 to $10 per doz.; cast 
steel hammers, $4 per doz. 


Hickory Handles.—There has been 


stocks, f.o.b 
quality nail ham- 


good demand for several weeks and 
prices are steady. 
We quote from jobbers’ stocks, f.o.b 


Chicago: No. 1 hickory axe handles, $4 doz.; 
No. 2, $2.50 doz.; finest selection second 
growth white hickory axe handles, $6 doz.; 


special white second growth hickory, $5 
doz.; No. 1 hatchet and hammer handles, 
80c. doz.; second growth hickory hatchet 


and hammer handles, $1.40 per doz. 

Hose.—Not much interest is being 
shown. There has been no change based 
on higher cotton prices. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: ™% in. molded reel hose, good qual- 
ity, 13%4ce. ft.; *% in. 3 ply. good quality duck 


hose, 13%c. ft.; % in. 4 ply, good quality 
duck hose, léc. ft-; % in. 5 ply multiple 
hose, 104ec. 

Lanterns.—Of course this is the good 
season for lanterns and_ business 
should be brisk for some time. The 


retailer regards present prices too high 
and is ordering in very limited quan- 
tities. 

We quote from jobbers’ stocks, f.o.b 
Chicago: Monarch tin lanterns, hot blast, 
$9.50 per doz.; No. 2 Dietz cold blast’ lan- 
terns, $14.50 per doz.; with large founts, $16 
per doz.; best tubular lanterns, $9.50 per 
doz.; Competition lanterns, No. 0 tubular 
$7.80 per doz. 


Ice Skates.—Sales have been quite 
good and should continue so as indica- 
tions are for a “tight” winter and a 
fine demand for ice skates. Prices have 
been liberally reduced. 


We quote from jobbers’ stocks, f.o.b 
Chicago: Key clamp rocker steel runners 
bright finish, 90c. pair: key clamp rocker 
nickel finish steel runners, $1.15 pair: key 
clamp Hockey: polished cast steel runners, 
$1.20 pair: key clamp hockey polished car- 
bon steel runners, $1.60 pair; half key 
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clamp rockers for women and girls, $1.10 
pair; half key clamp hockey for women 
and girls, $1.50 pair; key clamp hockey 
rib runner for men and women, $2.75 pair; 
tubular aluminum finish North Star racer 
or hockey skates for men and women, with 
shoes attached, $9 pair; same with nickel 
finish, $10.25 pair. 

Nuts and Bolts.—The market is 
firmer, all makers have advanced prices 
about 10 per cent and a similar jump 
in wholesale prices may be looked for 
at an early date. 


We quote from jobbers’ stocks, f.o.b 
Chicago: Large carriage bolts, 50-10 per 
cent off list: small carriage bolts, 60 per 
eent off list; large sized machine bolts, 
60-5 per cent off list; small machine bolts, 
60-10 per cent off list; all stove bolts, 75-10 
per cent off list; all lag screws, 60 per cent 
off list. s 

Nails.—Some business in nails is be- 
ing done but demand is not heavy. 


stocks, f.0o.b 
$3.65 per 





jobbers’ 


We quote from 
wire nails, 


Chicago: Common 
keg, base. 

Picks and Mattocks.——Demand has 
been very good at prices which are 
considered low. 


We quote from jobbers’ stocks, f0.b. 


Chicago: Warranted picks, 5 to 6 Ib., $9.80 
doz.; regular grade, $6.30 doz.: warranted 
mattocks, 5 1lb., $11.20 doz.; regular grade, 
$7.20 doz. 


Paints and Oils.—There is another 
drop in linseed oil prices, the market 
being off 4c. This is due to an in- 
creased supply in flaxseed. Other 
paints are the same in price. There 
has been a good demand for all kinds 
of paint material, the fall season being 
a lively one, but business may be ex- 
pected to ease off from now on. 


We quote from jobbers’ stocks, f.0.b. 
Chicago: Raw linseed oil in barrels, 81c 
gal., in five barrel lots, 77c. gal.; boiled 
linseed oil, in barrels, 83c. gal., in five 
barrel lots, 79c. gal.;: pure turpentine in 
barrels, 85c. gal.; denatured alcohol in bar- 
rels, 45c. gal.; white lead in 100 Ib. kegs, 
12\4%4c. lb.; dry paste, 7c. lb.; white shellac, 
$3.25 gal.: orange shellac, $3 gal.; English 
Venetian red, $3.75 to $8.25 per 100 Ib. 


Roller Skates.—There has been quite 
a good fall demand. Lower prices 
have prevailed for a few weeks and 
they have attracted business. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Boys’ ball bearing roller skates, 
$1.85 pair: girls’ ball bearing roller skates, 
$1.95 pair; Juvenile plain bearing with 


Office of HARDWARE AGE, 
410 Unity Building, 
Boston, Oct. 8, 1921. 

OW that we have started the first 

fall month of the year it might be 
well to compare the situation with a 
year ago and observe some interesting 
contrasts. Both then and now the job- 
bers and dealers had compartively 
small stocks; then, however, because 
the. supplies could not be obtained in 
sufficient quantities from manufactur- 
ers and jobbers, respectively; now, be- 
cause buying is carried on from hand 
to mouth because of a declining market. 
A year ago prices were still rising; 
to-day they are falling. A year ago, 
however, prices had just about reached 
the peak as indicated by our comments 
in these columns on Oct. 14,1920: “For 
the first time since the period follow- 
ing the signing of the armistice the 
local hardware market shows signs of 
a downward tendency.” A year ago 
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strap, 72c. pair; Juvenile plain bearing with 
clamp, 80c. pair. 

Rope.—Sales are fairly active. 

We quote from jobbers’ stocks, fo0.b. 
Chicago: Highest quality manila rope, 
standard brands, 16%c. to 17%c. base; No. 
2 manila rope, 15c. to 15¥%c.; hardware 
grade of manila rope, 11%c.; No. 1 sisal 
rope, highest quality, standard brands, 
12%4c. to 13%c. base; No. 2. sisal rope, 
standard brands, lic. to 11%c. base. 

Shovels and Spades.—Prices are at 
the same level and there is good de- 
mand for goods. Fire scoops are sell- 
ing well and snow shovels are in de- 


mand. 

Sporting Goods.—The volume of 
business continues very fine. There is 
a change to football and basketball 
demands which makes these lines the 
leading sellers. There is less demand 
for golf goods. Sweaters are selling 
well and should be in good demand 
until the holiday rush is over. There 
is not much change in prices. 

Singletrees——The fall demand is 
better than that of last spring. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 34-in. strap and varnished single- 
trees, $9 doz.; 48-in. doubletrees, $12 doz.; 
40-in. neckyokes, $11.50 doz. 

Solder and Babbitt Metal.—Prices 
given here are for standard goods of 
guaranteed composition. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Warranted 50-50 solder, $19 per 
100 Ib.; medium, 45-55 solder, $18 per 100 
lb.; tinners’ 40-50 solder. $17 per 100 1b.; 
high speed babbitt metal, $18 per 100 Ib.; 
standard No. 4 babbitt metal, $7 per 100 Ib. 

Silverware, Cut Glass, Ete.—Holiday 
demands are being felt. Silverware 
sales are good. 

Sledges, Mauls, Wedges.—No change 
in price. Demand is good. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Striking and B.S. sledges, 5 to 16 
lb., $10 per 100 1lb.; wood-chopping mauls, 
5 to 8 lb, $13 per 100 lb.; common fluted 
wedges, 3 to 6 Ib., $7.50 per 100 Ib. 

Sash Weights.—There is a fair 
movement of goods and prices are 


holding to the same level. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Ton lots, $37.50 per ton; small 
lots, $40 per ton; stock shipments, $42.50 


per ton. 
Sheet Steel.— There is not a very 
heavy demand for sheet steel. 


BOSTON 


there was a freight car shortage which 
was largely responsible for the small 
stocks on hand; to-day there are plenty 
of cars. 

The price tendency is to-day still 
downward with several reductions and 
few markings up. A veteran Boston 
wholesaler is frequently asked for ad- 
vice on buying by retailers these days. 
He advises to refrain from purchasing 
for mere speculation, but to keep stocks 
well rounded out in order not to be 
caught with a shortage. 

Only one jobber has reported Sep- 
tember as worse than August from 
standpoint of gross sales. One jobber 
announces that business for 1921 up to 
Oct, 1 has been better than for the 
same period in the banner year of 1919. 
Among the lines which are most active 
at present are heavy hardware and 
mechanics’ tools. 

A prominent jobber in mill supplies 
and mechanics’ tools has been delving 
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Stove Boards.—This is the season 
when stoves are being put into com- 
mission and there is active demand for 
stove boards at unchanged prices. 

We quote from jobbers’ stocks, f.o.b. 


Chicago: Crystal wood lined square stove 
boards, 26-in., $14.45; 28-in., $16.95; 3v-in., 
$19 doz.; Crystal paper lined square boards 
26-in., $8.15; 28-in., $9.10; 30-in., $10 8) doz. 


Sash Cord.—The firmness of the cot- 
ton market has caused another advance 
in the price of sash cord, which is up 
about 20c. to 25c. per dozen hanks. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 7 sash cord standard grades, 
$8.45 doz hanks; No. 8 sash cord, standard 
brands, $9.75 doz. hanks, 

Screws.—Old prices still hold and 
sales are light. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Flat head bright screws, 77 20 
per cent off list; round head blued, 75-20 


per cent off list; flat head brass. 7 2) 
per cent off; round head brass, 70-20 per 
cent off; japanned, 70-20 per cent off 


Toys.—Considerable attention is now 
being given by dealers to toys. There 
is no question but that hardware deal- 
ers are recognizing the fact that toys 
are a good line for him to carry. The 
holiday business is good and the profit 
attractive. The demand for construc- 
tion toys, electrical and mechanical 
trains continue to be popular. 

Traps.—Sales are very satisfactory. 


We quote from jobbers’ stocks, f.o.b 
Chicago: No. 0 Victor, $1.71; No. 1 Victor, 
$2.01; No. 1 Victor Giant, $2.56; No. 114 
Victor, $3.05; No. 0 Oneida Jump, $2.37 
No. 1 Oneida Jump, $2.75; No. 14% Oneida 
Jump, $4.12; No. 0 Triumph, $1.71; No. 1 
Triumph, $2.01; No. 1% Triumph, $3.05; 
No. 115X Clutch, $3.25. 


Washing Machines.—Reductions in 
prices have come to be quite general. 
Sales are of fair volume. 

Wire Goods.—Business is fairly 
good in wire lines. Prices show no re- 
cent change. 


We quote from jobbers’ stocks, f o.b. 
Chicago: No. 8 black annealed wire, $3.25 
per 100 lb.; galvanized barbed wire, $4.30 
per 100 lb.; 12 mesh black painted wire 
cloth, $2.50 per 100 sq. ft.; poultry netting, 
55 per cent off; galvanized after weaving, 
50 per cent off; catch weight spool gal- 
vanized cattle wire, $4.30 per 100 Ibs.; 80 
rod spool galvanized hog wire, $3.85 per 100 
b.: —_ 8 galvanized plain wire, $3.85 per 
100 s. 


into figures of sales for the past 10 
years. He claims that 1921 should be 
compared with 1914 and 1915, as the 
intervening years were freak years due 
to war conditions. He says: “Our vol- 
ume of business, as shown in dollars 
and cents for the first six months of 
1921, as compared to the first six 
months of 1914, shows an increase of 
82.3 per cent. Sales in September, 
1921, exceeded in dollars’ value those 
of September, 1915, but about equalled 
those of September, 1915, as to com- 
modity volume, after allowing for the 
price difference.” His case is probably 
typical of other wholesalers in his line. 
He reports at present a great demand 
for tools and spare parts used in re- 
pairing old machines and equipment, 
showing that the old equipment is being 
toggled up rather than thrown away 
with new equipment purchased in its 
place. 

The cool weather which seemed to 
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set in in earnest in New England this 
week will stimulate sales of cold 
weather goods such as oil heaters, elec- 
tric heaters, skates, robes, weather 
strips, ete. 


Ammunition.—The open season is on 
for deer and partridge in the Maine 
woods and both species of game are 
reported plentiful. With the nip of 
autumn in the dir the hunter will get 
down his gun and take an inventory of 
his ammunition wants. The large 
amount of unemployment will give 
more time for hunting, the instinct for 
which is the most primitive in man. 
In this connection, we have been told 
that even in centers where there is 
much unemployment the workmen are 
spending their money about as freely 
as ever. 

We quote from jobbers’ stocks: Metallic 
ammunition, 18 per cent discount, f.o.b. 
Boston. Loaded shells, 15 and 1% per cent 
discount, f.o.b. Boston. Drop shot, smaller 
than B, $2.10 per bag; B and larger, $2.35 
per bag; air rifle shot, in tubes, $4.04 per 
case; Boy Scout shot, in tubes, $4.10 per 
case. 

Bicycles.—A new low price on stand- 
ard single-bar framed bicycles, with 
standard make tires, has been an- 
nounced by local jobbers at $32.50 each, 
The former official price was $40, 
though this figure had been shaded. 


We quote from jobbers’ stocks: Bicycles, 
Westfield Mfg. Co. makes, men’s, $40.50 
each; women’s, $42 each; truss bar, $42 
each; boys’, $38 each; girls’, $40 each. 

Bolts and Nuts.—It is understood 
that one important maker at least will 
mark up prices of machine bolts and 
carriage bolts in the near future owing 
to the greater demand for and higher 
prices of the steel going into the sare. 
One jobber who reports slow business 
generally is enthusiastic over the good 
demand for machine bolts and common 
carriage bolts, a scarcity existing in 
the latter kind. 

We quote from jobbers’ stocks: Machine 
bolts with H P nuts, % x 4-in., smaller and 
shorter cut threads, 60 per cent discount; 
larger and longer, 50, 10 and 5 per cent dis- 
count, with C T D nuts, 50 per cent dis- 
count; tap bolts, 10 per cent discount; com- 
mon carriage bolts, small, 50 and 10 per 
cent discount; large, 50 and 5 per cent dis- 
count; stove bolts, 50 and 10 per cent dis- 
count; bolt ends, 50, 10 and 5 per cent dis- 
count; tire bolts, 60 per cent discount. 

Nuts, H. P square, blanks, $2.50 per 100 
Ib.; tapped, $2.25; C P C and T square, 
blank, $2.50; tapped, $2; semi-finished hexa- 
gon nuts, %-in. and smaller, 75 per cent 
discount; larger, 70 per cent discount; 
finished case hardened nuts, 60 and 10 per 
cent discount; machine screws, nuts, iron, 
list; machine screws, nuts, brass, 25 per 
cent discount. 

Builders’ Hardware.—A strike of the 
plasterers in Boston the other day will 
have some slight detrimental effect on 
construction in this city. The improve- 
ment in demand for hardware entering 
new buildings continues and the job- 
bers and trade in general is more 
cheerful. 


Cooking Ware.—In this practical age 
gifts are taking a more practical turn 
than ever. Nothing is more popular 
for the housewife’s Christmas stocking 
than a new glass cooking dish. Just 
in time for the holiday trade the Pyrex 
company has come forth with 25 new 
styles of dishes. 
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We quote from jobbers’ stocks: Casse- 
roles, rounds, 1-qt., $1.75 each; 1%-qt., $2 
each; 2-qt., $2.50 each. Baking dishes, un- 
covered, 1-qt., $1 each; 1%-at., $1.25 each 
2-qt., $1.50 each. Pie plates, 90c. to $1 each 
Cake dishes, 90c. each. Bread pans, $1 to 
$1.75 each. Custard cups, 25c. to 35c. each. 
Ramekins, 20c. each. Jobbers’ terms are 
30 per cent off list. 

Cutlery.—“1921 will” not only “re- 
ward fighters,” but will reward the in- 
genious as well. Some of the cutlery 
jobbers are devising attractive means 
of making their goods welcome, such 
as assorted pocket knives in neat boxes 
of a dozen each and cards containing 
attractive assortments of goods. Pock- 
et knives, by the way, are the most 
active lines. Community plated silver- 
ware has been reduced 15 per cent for 
the more expensive and 10 per cent for 
the cheaper grades, effective Oct. 1. 
Brown & Sharpe clippers have been re- 
duced to $4, list, from $5. A local job- 
ber is displaying stainless steel potato 
knives, made by the Ontario Knife Co., 
sold by jobbers at $2 per doz. and to 
retail at 25 cents each. Some jobbers 
are taking pride in the fact that they 
are handling only American made 
goods, importing only those articles 
which are not made in this country to 
any extent. 


Files.—F our makes of files, the Great 
Western, Arcade, Kearney & Foote and 
American, are now selling at the fol- 
lowing discounts: 65, 10 and 5, instead 
of the former 65 and 5. There is no 
change in the higher priced makes. 

We quote from jobbers’ stocks: 

Files.—Nicholson and Black Diamond, 50 
plus 10 per cent discount; Great Western, 
Arcade, Kearney & Foote and American, 
65, 10 and 5 per cent discount; X. F., 12% 
per cent discount. 

Rasps.—Heller, 75 
Superior, etc., 
75 and 


per cent discount; 
80 per cent discount; Stokes, 
10 per cent discount. 

Guns.—Shotguns and rifles are sell- 
ing very well and there is no announce- 
ment of change of prices. In spite of 
the prevalence of the more modern 
sports such as automobiling, man’s in- 
stincts take him back to the time-hon- 
ored sport of his forefathers—we refer 
to hunting. The snow will soon be on 
the ground and there will be tracks in 
the snow that must be followed. New 
England was the first hunting ground 
of the first Americans and interest in 
that sport has never waned. 


Iron and Steel.—The only price re- 
ductions of the week are those on cold- 
rolled steel, which has been marked 
down 15 cents per 100 lbs. The pres- 
ent price for rounds, therefore, is $3.80; 
squares, hexagons and flats are $4.30. 
Jobbers report that sheet iron and 
plates are the most active in demand. 
The demand for structural material has 
increased, though is not up to normal 
as yet. September has been better than 
August, both from standpoint of vol- 
ume of sales and materials shipped. 
Jobbers have worked their stock on 
hand to an even lower ebb and when 
the buying movement starts in earnest 
there will be a scramble to cover re- 
quirements. 

We quote from jobbers’ stock: 


iron.—Refined, $2.83 per 100 Ib. base; % 
and 3/16-in. round and square, $4.75; best 


refined iron, $4.75; Wayne iron. $6.50; Nor- 
vay iron rounds, ¥%-in. to 2%-in., $5.75 


base; all other sizes, $6.75 base. 
Steel.—Soft steel bars, $2.8114 to $2.83 per 
100 lb. base; flat, $3.83 to $3.93: concrete 
bars, plain, $2.81146 to $2.83: twisted, $2.50; 
ingles, channels and beams, $2.81%4 to $2.93: 
l $4.20 to $4.70; open-hearth spring 


Ste 


ob crucible spring steel, $11.50; 
4 $3.4644 to $3.93; steel hoops, 
pin rolled steel, $3.80 to $4.30; toe 
alt $5.95 
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‘rentials, lots under 1000 Ib. 
per 100 lb.; lots of 1000 Ib. to 
e, 14c. 


: Screws.__Reductions have been made 
in both cap screws and set screws by 
manufacturers to stimulate sales in 
these Overstocked lines. Accordingly, 
jobbers are now offering 65 per cent off 
list on cap screws in full packages 
whereas the d int was 60. Set 


screws are being ; it 65 and 10 per 
cent off, the forme rice having been 





60 and 10. Thes prices are not 
guaranteed for a: it length of 
time. 

We quote from jobb« 

Wood Screws.—Iron, | 774% per 
cent discount, round per cent 
fillister, 75 per cent: 15 pe r 
cent, 77% per cent discoun i, 75 per 
cent; japanned, flat, 7 per int 
round, 671% per cent; tinned, 62% per 
cent discount, round, 60 per c: galvan- 
ized, flat, 62% per cent discount, round, 
60 per cent; coppered, flat, 72% per cent 


discount, round, 70 per cent: bronze plated, 
round and flat; nickel 


; plated, round and 
fiat; silver plated, round and flat and brass 
plated, round and flat, all 65 per nt dis- 
count. 

Wood Screws.—Brass, bright, flat, 72% 
per cent discount; round and ova 70 per 
cent. Nickel plated, flat, 65 per cent dis- 
count; round, 65 per cent discount. 

Wood Screws.—Bronze metal, plain, 
round, 67% per cent discount: round and 
oval, 65 per cent. . 


Machine Screws, Etc.—Coach 
and 10 per cent discount; set screws, in- 
cluding headless, 65 and 10 per cent dis- 
count; cap screws, square and hexagon, 65 


screws, 50 


per cent discount; fillister, 40 and 10 per 
cent discount: flat, 30 per cent discount: 
button head, 20 per cent discount; lag 


screws, 50 per cent discount; iron machine 
screws, flat and round head, 70 per cent dis- 
count; fillister, 45 per cent discount: flat 
ind round head brass, 40 per cent discount; 
fillister, 35 per cent discount 

Skates.—Here are the signs, pro and 
con, for a severe winter, as we have 
gathered them. Trappers in Canada 
say both furs and bark are thicker, and 
that squirrels are laying in larger 
stores of nuts than usual—so much for 
the indications of a severe winter. 
Sages in New Bedford, Mass., say that 
because of an unusually cool August 
we will have a very warm and mild 
winter. Another prophet in Taunton, 
whose “modus operandi” of weather 
judging is the husks on corn and the 
pin feathers on chickens, predicts an 
average winter, colder than last, but 
warmer than the one before last. But 
at any rate young and old America for 
that matter will have plenty of skating, 
especially in this northern clime and 
they will find skates of better quality 
than ever. Skates with shoes attached 
are of better quality than two years 
ago when in some cases soles were thin, 
quality poor and workmanship inferior. 
We have been shown some attractive 
articles at lower prices than prevailed 
a year ago. 

We quote from jobbers’ stocks: 

Ice Skates.—Men’s and boys’ all clamp 
club skates, sizes 8 to 12 in., 9lc. to $1.18. 


Men’s and boys’, all clamp hockey skates, 
runner cast steel, all parts nickel plated, 
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sizes 94% to 11% in., $1.24 to $1.63. Canadian 
hockey skates for men, women and children, 
narrow foot plate, sizes 8 to 11% in., 94c. to 
$1.48. Women’s and children’s club skates, 
russet leather back and strap, sizes 8 to 11 
in., polished cast steel runners, $1.15 to 
$1.40. Women’s and children’s clamp 
hockey, $1.40. Women’s and _ children’s 
clamp hockey skates, russet leather back 
and strap, runners made of cast steel, 
nickel plated, $1.51 to $1.99. 


Tapes.—There has been a 10 per cent 
reduction on Lufkin tapes. 

Wheel Toys.—The wheeled toy move- 
ment is growing, as the kiddie vehicles 


Office of HARDWARE AGE, 
1002 Park Building, 
Pittsburgh, Oct. 10. 

5 ee opening of the last quarter of 

the year in the steel trade finds 
general conditions still getting better, 
with the promise that the present 
quarter will witness more activity than 
has prevailed in any previous quarter 
this year. As we have stated in our 
reports several times, pig iron is the 
keystone of the steel business, and as 
pig iron goes, so goes the entire trade. 
Figures just published show that pig 
iron production in September was 985,- 
529 tons, a gain over August of more 
than 41,000 tons, and indications are 
that October will show a gain over 
September, as four or five blast fur- 
naces started up in the last week in 
September, and two or three more will 
be in blast in a short while. Output 
of semi-finished steel in the shape of 
billets and sheet bars is also getting 
larger, due to the heavier demands of 
the steel finishing mills for more steel, 
particularly the sheet and tin plate 
mills. The New Castle, Pa., works of 
the Carnegie Steel Co., which have 
been down tight for some months are 
getting ready to start, two of the four 
blast furnaces having already gone in 
blast, and as soon as enough pig iron 
has been made to run the steel works 
at this plant, they will also be started. 
There was a gain of twelve active blast 
furnaces in September as compared 
with August, and the gain this month 
will be larger. The Steel Corporation 
is now running its blast furnaces and 
steel works at about 40 per cent of 
capacity, as compared with less than 
35 per cent two weeks ago. 

As showing how eager the trade is 
to buy at the first signs of higher 
prices, we can state that before the 
recent advance of $5 per ton in sheets 
went into effect, the sheet mills of the 
American Sheet & Tin Plate Co., and 
of the independent companies, booked 
no less than about 260,000 tons of 
black and galvanized, also automobile 
sheets, and the sheet mills as a whole, 
are now running at close to 75 per cent 
of capacity, a larger rate of opera- 
tion by far than at any time this year. 

Prices during the week in the heavy 
steel products showed no important 
changes, but the tone of the market is 
strong, with another advance of $5 per 
ton in sheets predicted within the next 
two weeks. There has been an advance 
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become more mechanically perfect con- 
stantly. 


We quote from jobbers’ stocks: 

Kiddie Kars.—No. 1, each; No. 2, 
$1.50; No. 3, $2; No. 4, $2.84; No. 5, $2.67. 
Trailers, $1 each. In one gross lots or 
more an additional discount of 10 per cent 
is allowed. 

Specials.—Rubber tired, No. 101, $1.34 
each; No. 102, $2; No. 103, $2.50; No. 104, 
$3; No. 105, $3.34. 

Play Wagons.—Little Laddie, rubber tired, 
No. 301, $2 each; No. 302, $2.67; No. 303, 
$3.34; No. 304, $4. 

Kiddie Coasters.—Rubber tires, No. 605, $8 
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of $2 per ton in prices of sheet bars, 
from $30 to $32, and this is the main 
reason given why sheets are likely to 
be higher before long. 

A strong feature of the heavy steel 
market is that jobbers and consumers 
alike are not now looking for lower 
prices, but are watching the market 
very closely for coming advances, and 
are quick to cover ahead at the first 
signs of a higher market. This was 
shown recently in the cases of sheets 
and wire products. 

Improved conditions are also the 
feature of the jobbing and retail hard- 
ware trades. Two of the leading local 
jobbers say their business in Septem- 
ber showed a _ nice increase over 
August, and they look for October to 
show a still larger increase. One local 
jobber reports that his business in 
September showed an increase of about 
15 per cent over the same month last 
year in dollars and cents, and when it 
is considered that prices are probably 
25 per cent lower on the average, it 
will be seen that this particular house 
handled a very much larger amount of 
goods last month than in the same 
month last year. 

Winter goods are in fair demand, 
and the business this year in ammuni- 
tion promises to be much heavier than 
last year. Prices on most lines are 
lower, and this will induce’ buying to 
some extent. The reductions in prices 
on heating appliances will also help 
sales, particularly in small heating gas 
and oil stoves, while sales of electric 
heaters this year for small rooms, 
promise to break all former records. 
If all predictions of a hard winter 
prove true, there will also be a heavy 
demand for snow shovels, ice creepers, 
and other such goods. 

Plans are under way here by which 
much municipal work that was sched- 
uled to start next year will be antici- 
pated, and this will give work to thou- 
sands of men that otherwise would 
have been idle. Incidentally this will 
help general business. 

Collections are reported as steadily 
getting better. 

Ammunition.—Dealers report that 
sales of ammunition so far have been 
very satisfactory, and they all antici- 
pate a large fall business. Sales of 
hunting coats are active, especially in 
the higher priced goods, coats ranging 
from $5.50 to $8 each, selling more 
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each; No. 606, $9; No. 705, $10; No. 706, $11, 

Wrenches.—Greater discounts are be- 
ing given on both Stillson and Trimo 
wrenches and parts, the new figures 
being 60 and 5 per cent, as compared 
with 55 and 5, existing previously. The 
market is being cut all around. 


We quote from jobbers’ stocks: Stillson, 
60 and 5 per cent discount. Trimo pipe 
wrenches and parts, new list, 60 and 5 per 
cent discount; Coes wrenches, 33% per cent 
discount; drop forged wrenches, 30 per cent 
discount; agricultural wrenches, 40 per 


cent discount. 


freely than the cheaper coats. Shot 
guns and loaded shells are also active, 
and the supply of birds this year will 
be larger than last. Owing to the mild 
winter of 1920-1921, very few birds 
were frozen, and they propagate very 
fast. Prices on all kinds of ammuni- 
tion are the same as last year, and 
are very firm. 


Automobile Accessories. — Price 
changes in the past week were only on 
a few small items. Prices quoted by 
jobbers from stock are as follows: 

Reliable jacks, No, 1, $2.33; No. 2, $3.33, 
in lots of 12; A, C. Titan spark plugs, 65c. 
in lots up to 10, and 58c. in lots from 10 
to 100; Derf spark plugs, 96c. each for all 
sizes, in lots less than 50; Champion X, 
50c. each for less than 100 and 48c, each for 
over 100; Champion regular, 58c. each for 
less than 100, all sizes, and 56c. each for 
over 100. 

Axes.—The new demand is not very 
active, and prices are holding firm. 
The revival in the building trade is ex- 
pected to increase the demand for axes 
in the near future. Jobbers now quote 
from stock as follows: 

First quality, single bitted axes, $15 per 
doz.; double bitted, $20 per doz.; for un- 
handled; first quality, single bitted, han- 
dled, $20 per doz., and first quality double 
bitted, $25 per doz. 

Builders’ Hardware.— At present 
there are five large buildings under 
construction in this city, these being 
three large high schools, the addition 
to the Joseph Horne Co. store and a 
building for the Bell telephone _in- 
terests, the estimated cost of the five 
buildings being over $5,000,000, and it 
will likely be more. Local makers of 
hardware are determined if possible 
to supply all the hardware for these 
buildings, including the telephone build- 
ing. It has been the custom of the 
Bell telephone people not to buy build- 
ers’ hardware in Pittsburgh, but pres- 
sure is to be brought to bear on the 
Bell interests to have them place this 
order in Pittsburgh where its new 
building is being built. Labor troubles 
in the local building trade are about 
over, and more new building erection 
is under way here than in several years. 
This makes for good business for the 
hardware manufacturer, and gives 
work to hundreds of men over the 
winter months. It is said that prices 
are as low on builders’ hardware as 
they can possibly go, unless there 
should be a reduction in steel prices, 
and. this latter does not seem likely in 
the near future. In fact, prices on 
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steel bars are slightly higher, and the 
market is very firm. 

Bolts, Nuts and Rivets—There has 
been a revision in prices on nuts, bolts 
and rivets, some advances having been 
made on certain kinds of nuts and bolts, 
while prices on rivets in large lots 
have been put at $2.40 for large but- 
tonhead and $2.50 for cone head rivets, 
these prices being slightly higher on 
rivets than have been quoted in this 
market by the makers for some time. 
The demand for bolts, nuts and rivets 
is slightly better. An average advance 
of 5 per cent has been made in ma- 
chine, carriage and lag bolts, but nuts 
have been cut from $3 to $5 per ton, 
the discounts to the trade having been 
increased. The new discounts on bolts 
and nuts, and the new prices on rivets, 
are now as follows: 


Carriage bolts, % x 6 in., shorter and 
smaller, rolled threads, 65-10-10 per cent; 


cut threads, 65-10 per cent; larger or 
longer than § x 6-in., 65-10 per cent. 
Machine bolts with H. P. nuts, % x 4-in., 


shorter and smailer, rolled thread, 70-10-5 
per cent; cut, 70-5 per cent; larger or 
longer than % x 4-in., 65-10-5 per cent. 
Machine bolts with C. P. C. & T. nuts, % x 
4-in., shorter and smaller, 65-5 per cent; 
larger or longer than % x 4-in., 65 per 
cent. Lag screws (cone or gimlet point), 
70-10 per cent. Bolt ends with H, P, nuts, 
65-10-5 per cent. Blank bolts, 65-10-5 per 
cent. ‘ap bolts, 40-10 per cent. Hot 
pressed square and hexagon nuts, blank, 
$5.50 off list; tapped, $5 off list. Cold 
punched C & T square and hexagon nuts, 
blank, $5.25 off list; tapped, $5 off list. 
Semi-finished hexagon nuts, 9/16-in. and 
smaller, 80-10-5 per cent; %-in. and larger, 
70-10-10-10 per cent. Case hardened hexa- 
gon nuts, 75-7% per cent. Rivets, 7/16-in. 
diameter -and smaller, 70-10-5 per cent. 
Rivets, %4-in. diameter and larger, button 
head structural, $2.40 per 100 lb., base; 
cone head boiler, $2.50 per 100 Ib., base. 


Ice Cream Freezers.—All makers of 
ice cream freezers have now announced 
prices for next year, and which are 
from 25 to 30 per cent lower than this 
year. The outlook for an active trade 
in freezers next year is regarded as 
bright. 


North Brothers Mfg. Co., Philadelphia, 
are quoting their lines of Lightning and 
Blizzard freezers to the trade as follows, 
3-qt., list price, $6.56: 4-qt., $8.; 6-qt., $10, 
and 8-qt., $13. On the Lightning make of 
freezers there is a trade discount of 55 per 
cent, and on the Blizzard 55 and 7% per 
cent. 


Iron and Steel Bars.—The market on 
both iron and steel bars is stronger 
than for some months, and the new 
demand is also better. The demand for 
reinforcing bars is not very active, the 
ruling price being 2.25¢c., but this is 
shaded. 


Jobbers quote soft steel bars from stock 
at 2.10c. to 2.25¢c., and common iron bars at 
about 2.75¢c. to 3c. for fair sized lots. 

Ice Skates.—The jobbing and retail 
trades are looking for an active trade 
this fall and winter in all goods used 
in winter sports. The demand for ice 
skates is expected to be heavy, if the 
winter should prove to be cold, and this 
is freely predicted. Prices are firm, 
and jobbers and dealers are laying in 
heavy stocks. 

Jobbers’ prices are as follows: 
skates, all clamped and polished, $1 per 
pair; men’s skates, nickeled and _ buffed, 
$1.20 per pair; men’s skates, nickeled, 


buffed and hardened, $2 per pair. Women’s 
strapped skates, polished, $1.25 er pair ; 
ardened, 


nickeled, $1.60, and nickeled and 
$2 per pair, 

Grindstones.—There has been a re- 
duction in prices of about 10 per cent. 


Men's 
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Samson mounted grindstones, No. 150, 
are now quoted by jobbers at $6.25; 
No. 155, $5.75; No. 160, $5.25. Auto 
grindstones, No. 125 are quoted at 
$7.00; No. 135, $6.40; No. 145, $6.00, 
while Sterling grindstones are quoted 
at $7.75 each. 

Garbage Cans.—Follansbee Brothers 
Co., Pittsburgh, makers of the Security 
line of garbage cans has made a slight 
reduction in prices. Jobbers now quote 
Security No. 1 cans at $3.10; No. 2, 
$3.50, and No. 3, $4.20 each, from stock 
in small lots. 

Oil Cook Stoves.—Other makers of 
oil cook stoves have reduced prices, the 
average reduction being about 15 to 20 
per cent. The American Stove Co. has 
reduced its pri¢es from 10 to 15 per 
cent. Jobbers now quote as follows: 

Nesco oil cook stoves, No, 212, list, $16.50; 
No. 213, $21; No, 214, $27, the trade dis- 
count being 30 per cent. Prices on Perfec- 
tion oil cook stoves are as follows: No, 32, 
list, $16; No. 33, $21; No. 34, $26.50, 
trade discount being 25 per cent. 

Poultry Netting —Jobbers are hav- 
ing a good demand for poultry netting 
and also for wire cloth for shipment 
next spring. Prices are about 25 to 30 
per cent lower than this year. 

We quote new prices as follows for mill 
or stock shipment: Poultry netting, 50 per 
cent discount: 12-mesh black wire cloth, 
$2.10 per 100 sq. ft.; galvanized, $2.60 per 
100 sq. ft.; bronze wire cloth, $7 per 100 ft. 

Screens and Screen Doors.—As yet 
makers of screens and screen doors 
have not announced their prices on 
these goods for 1922, presumably hold- 
ing back until they know more def- 
initely what prices they will have to 
pay for wire, and also for lumber. A 
good-sized reduction was looked for 
over this year’s prices, but the wire 
market is higher, lumber prices are 
also advancing, and the cut in prices 
on screens and screen doors may be 
less than expected. The new prices 
for next year are expected to come 
out in a short time. 

Sheets.—It is now 


estimated that 
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prior to the recent advance of $5 per 
ton on all grades of sheets made about 
two weeks ago, the mills succeeded in 
booking orders to the amount of about 
260,000 tons, and some mills say they 
are filled up through November. Prices 
are very firm, and another advance of 
$5 per ton is talked of, to be made in 
the near future. The American Sheet 
& Tin Plate Co. was operating its 
sheet mills close to 90 per cent of ca- 
pacity, and the independent mills are 
doing nearly as well. Prices are very 
firm, jobbers now quoting on small lots 
from store as follows: 


Blue ar aled sheets, 2.75c. to 3c.; No. 
28 gage Bessen black sheets, 3.25c. to 
3.50c., and No. 28 gage galvanized, 4.25c. 
to 4.50c. in small lots from store. Prices 
quoted depend largely on the size of the 
order. 

Wire Products—Mills report that 


jobbers are specifying 
against contracts for 
placed before the r 
prices went into Jobbers are 
selling nails and wire in good volume 
to the retail trade, the new demand 
for wire nails being more active than 
for wire. Fence manufacturers are 
also specifying freely against contracts 
for galvanized wire. No further ad- 
vances in prices on nails or wire are 
looked for until the mills get better 
filled ahead than they are now. Prices 
are firm. 

Jobbers quote from stock to the re- 
tail trade as follows: 


quite freely 
nails and wire 
cent advance in 
effect 


Wire nails, $3.25 base per keg; galvan- 
ized, 1 in. and longer, including large-head 
barbed roofing nails, taking an advance 






over this price of $1. and shorter than 1 
in., $1.75; bright Bessemer and basic wire, 
$2.85 per 100 lb.; annealed fence wire, Nos. 


6 to 9, $2.85; galvanized wire, $3.45; gal- 
vanized barbed wire, $3.85: galvanized 
fence staples, $3.85; painted barbed wire, 


$3.35; polished fence staples, $3.25 ; cement- 


coated nails, per count keg, $2.80; these 
prices being subject to the usual advance 
for the smaller trade, all f.o.b. Pittsburgh, 


frefght added to point of delivery, terms 60 
days net, less 2 per cent off for cash in 10 
days. Discounts on woven-wire fencing are 
68 to 70% per cent off list for carload lots, 
67 to 69% per cent for 1000-rod lots, and 66 
to 68% per cent for small lots, f.o.b. Pitts- 
burgh. 
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Office of HARDWARE 
604 Mercantile Library 
Cincinnati, Oct. 8, 
rMHE cooler weather of the past two 
weeks has given the hardware 
trade a fresh stimulus and seasonable 
goods are moving very nicely. Larger 
orders are coming in for goods and the 
number also is increasing. Some of the 
local jobbers who made a special can- 
vass of the retail trade report that 
stocks in dealers’ hands are at the low- 
est point for many years. The dealers 
are apparently continuing placing or- 
ders only when the goods are actually 
needed. 

Dealers report a steady increase in 
business since October set in. Those 
catering to the farming trade report 
business as very satisfactory. Another 
interesting feature of the trade is the 
continued activity in builders’ hard- 
ware. The accessories branch of the 
trade has fallen off to some extent, but 
interest is now being centered in ac- 


cessories for winter use and some nice 
orders have already been booked. 

Some manufacturers have announced 
new prices for next year’s delivery and 
in the case of one lawn mower manu- 
facturer, a guarantee against decline 
before June 1 has been made, follow- 
ing an announcement of a 10 per cent 
reduction in the selling price. As a 
general thing, however, prices for next 
year are not being made, as there are 
many things to consider. The possi- 
bility of a decline in freight rates some- 
where around the first of the year, has 
given the manufacturer something to 
think about, and as he is desirous of 
passing along the benefits of lower pro- 
duction costs it is expected that he will 
wait until the very last minute, or at 
least until the situation becomes clear- 
er, before announcing prices at which 
his goods will be sold. 

There have been a number of price 
reductions made. during the past fort- 
night but not nearly so many as was 
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the case in the same period during the 
past couple of months. On the other 
hand, a few advances are reported and 
it is said that others are in contem- 
plation. 

Aluminum Ware.—Jobbers report 
some interest in aluminum ware, par- 
ticularly for the holiday trade. Sales 
are satisfactory, according to most 
dealers. There have been no further 
price changes. 

Axes.—This line is showing some ac- 
tivity and both jobbers and dealers re- 
gard their sales as satisfactory. Prices 


are firm with no prospect of a decline’ 


before Jan. 1 at - earliest. 


Jobbers quote: 4-)b., single -bitted, un- 
handled axes, $14 a doz.; 344-lb., double- 
bitted, unhz indled axes, $19 per doz. 


Automobile Accessories.—Jobbers re- 
port an increasing demand for winter 
accessories and some nice orders for 
weed chains, radiator covers and anti- 
freezing solutions have already been 
placed. The demand for tires has fallen 
off somewhat since last report. There 
have been a few minor price reductions 
since last report, but on the whole, 
prices are holding up very well. Some 
intimations come from manufacturers 
that advances may be made in their 
products within the next month, but 
these are contingent on an advancing 
market for steel products. 


Barn Door Hangers.—Dealers cater- 
ing to the farming trade report orders 
for barn door hangers and barn door 
rails, as coming in very nicely. In con- 
nection with this item, dealers report 
the farming trade generally is satis- 
factory. The farmer is again buying 
to the limit of his capacity, which, 
however, is smaller on account of lower 
prices, than it has been for the past 
few years. 

Builders’ Hardware.—The situation 
in builders’ hardware is as last report- 
ed. Sales are very good, both from the 
jobbers’ and dealers’ standpoint. This 
year will be the best in ten years for 
the building industry in Cincinnati and 
figures recently compiled show a hun- 
dred per cent increase in the number 
and value of new buildings erected. 
Some uncertainty in regard to the out- 
come of the arbitration board’s inquiry 
into the wage question is holding up 
quite a number of new projects, which 
will be released as soon as an award is 
made. 

Bolts and Nuts.—The demand for 
bolts and nuts is showing a gradual 
improvement. According to jobbers, 
there are prospects of an advance being 
made in the near future, but nothing 
definite has been received from manu- 
facturers regarding it. Some revisions 
have been made in quotations within 
the past week, and jobbers are now 
generally quoting: 


Machine bolts, small sizes, 70 off; large 
sizes, 65 off; carriage bolts, small sizes, 60 
off ; large sizes, 50 and 10 ‘off ; stove bolts, 
80 ‘off : semi-finished nuts, small sizes, 80 
and 10 off; large sizes, 75 and 10 off. 


Drills.— The slight improvement 
noticed in last report continued 


throughout the past fortnight, and 
jobbers are more hopeful for the fu- 
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ture. Prices are firm and unchanged. 


Jobbers quote: Carbon drills, 50 and 5 
off ; high speed drills, 10 and 5 off. 

Eaves Trough and Conductor Pipe.— 
Sales have been uniformly good during 
the past fortnight and bid fair to con- 
tinue so for some time. There have 
been no recent price changes, although 
it would not be surprising if an ad- 
vance were reported shortly. 

Jobbers quote: 28-gage, 5-in. eaves 
trough, $4.75 per 100 ft.; 28-gage, 3-in. 
corrugated conductor pipe, $4.75 per 100 
ft.; 3-in. corrugated conductor elbows, $1.73 
per doz. 

Files.—No change is reported in this 
item, although some dealers report a 
slightly increased demand. Prices are 
firm and unchanged. 


Jobbers quote all makes of files at 60 
and 10 off list 


Garage Hardware.—The number of 
new garages being built has resulted 
in a steady flow of orders for garage 
hardware. No price changes are re- 
ported. 

Galvanized Ware.—The demand for 
galvanized ware is on the increase and 
prices are inclined to be much firmer 
than was the case some weeks ago. 
While no advances have been reported 
it would not be surprising, in the opin- 
ion of some jobbers, if prices were to 
take a jump upward. 

Jobbers quote: Gorvaninnd oil cans, 1 
gal., $3.30 per doz.; 2 gal., 20 per doz. ; 
5 gal., $9 per doz. ; 'galv: anized ‘pails, 10 qt., 
$2.25 ‘per doz.; 12 qt., $2.50; 14 qt., $2. 83: 
16 qt., $3.25; galvs inized tubs, No. 0, $5. 
per doz. ; No. 1, $6; No. 2, $6.25; No. 
$8.45. 

Hack Saw Blades.—A reduction of 
approximately 10 per cent has been re- 
ceived from manufacturers of hack saw 
blades and local jobbers are now quot- 
ing this item at 30 and 10 off. 


Levels.—A scarcity of levels is re- 
ported in the local market and ship- 
ments from manufacturers are very 
light. Jobbers’ stocks are practically 
bare. Prices are unchanged. 

Jobbers quote: No. 2-0, $10.75 per yng 
No, 0, $12 per doz.: No. 3, $21 per doz. 
No. 9, $27 per doz.; No. 30, $28 per doz. : 
No. 104, $8.25 per doz. ; No. 102, $5.75 per 
doz. 

Lawn Mowers.—One manufacturer of 
lawn mowers has announced a 10 per 
cent reduction for next spring delivery 
and at the same time is guaranteeing 
prices against further decline until June 
1. Other manufacturers have not as 
yet announced next year’s prices, but 
it is expected that these will come 
along within the next few weeks. 

Mechanics’ Tools.—In other than the 
building trades sales of tools are very 
light. The demand for carpenters’ 
tools, however, is very satisfactory. 

Nails.—The demand for nails has 
dropped off somewhat as most dealers 
took quite a supply before the recent 
price reductions were made. The ad- 
vance of 15c. per keg made by the mills 
and put into effect by some jobbers is 
not being strictly maintained, and a 
quotation on nails higher than $3.20 
per keg does not seem justified. It is 
expected, however, that the price of 
nails will shortly move up to at least 
$3.40 per keg base. 


Paints and Oils. — Dealers report 
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business as fair. Regular paint deal- 
ers, however, report sales as very sat- 
isfactory. It is reported that some 
paint manufacturers will shortly an- 
nounce reductions of approximately 10 
per cent, effective Jan. 1. The market 
on linseed oil and turpentine is show- 
ing some activity, but prices are prac- 
tically the same as was the case two 
weeks ago. 

Jobbers quote, ready mixed house p ; 
$2.60 per, gal.; linseed oil, 85c. per gul.: 
turpentine,’ 70c. per gal.; white and red 
lead, 13c. per lb. 

Pipe Cutters.—Trimo pipe cutters 
are now quoted at 50 and 10 off instead 
of 45 and 10 off as mentioned in last 
report. Barnes pipe cutters are quoted 
at 55 and 10 off. 

Rivets.—It would not be surprising, 
according to some jobbers, if advanced 
prices were shortly announced on riv- 
ets. No changes have been made in 
this market and jobbers continue to 
quote all sizes at 65 and 10 off. 


Rope.—An advance of le. per lb. has 
been made by manufacturers of manila 
rope. The demand is fair. 

Jobbers quote: Manila rope at 16! 
lb. ; sisal, 10%c, per Ib. 

Roofing Paper.—The demand for 
roofing paper continues very good and 
dealers and jobbers are well satisfied 
with the sales being made. There have 
been no further price changes since the 
one noted in last report. 

Jobbers quote: Holdfast, light, $1.25 per 


roll; medium, $1.55 per roll; heavy, $1.85 
per roll. Standard, light, 95c. per roll: 
medium, $1.25 per roll; heavy, $1.55 per 
roll. Slate surface roofing, 85-Ilb, grade, 


either green or red, $2.30 per square. 


Sheets.—There is a very fair demand 
for galvanized sheets. The only change 
in prices noted is the reduction of 25c 
per 100 Jb. in galvanized sheets. 


Jobbers now quote: 28-gage black sheets, 
a Ib.; 28-gage galvanized sheets, ic. 
). 


Sash Cord. — Some manufacturers 
have advanced the price of sash cord 
2c. a lb. but no changes have been made 
by local jobbers who are still quoting 
the old prices. No. 8 braided is quoted 
at 32c. per Ib. 

Sash Weights.—Sales are fair and 
prices firm at $2 per 100 lb. 


Sand Paper.—A recent reduction in 
the price of sand paper has been put 
into effect by local jobbers, who now 
quote 20, 10 and 5 off list. 

Screws.—There is nothing new to re- 
port. The demand is only fair and 
prices are unchanged. 


Jobbers quote: Machine screws, all sizes, 
75 and 10 off; cap screws, 60 and 10 off; 
set screws, 65 and 10 off; coach screws, 60 
and 10 off; wood screws, 80 and 20 off 


Stove Board.—Some nice orders have 


been received for stove boards during 
the past week and the prospects for 
the future are very good, as dealers’ 
stocks are very low. There have been 
some price changes noted recently and 
local jobbers have changed their quota- 
— accordingly. 


obbers quote: Wood-lined stove boards, 
x 24 in., $11 rer doz.; 26 x 26 in., $13 
a 20% j 7 x 28 in., $15.25 per doz; 30 x 
oo, 5 7 per dcz..- x 33 in., $20.50 per 
doz. ; 38 x 86 in., $24.60 per doz. Paper- 
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lined stove A ee 24 x 24 in., $6.75 r 
doz.; 26 x 26 in., $7.50; 28 x 28 ine on.be 
30 x 30 in., $9 60; 32 x 32 in., $11.65; 35 x 
35 in., $15. 

Stove Pipe.——Heavy orders for stove 
pipe were booked by most jobbers dur- 
ing the past week. There have been 
no price changes since last report. 

Jobbers quote: Royal grade stove pipe, 
6-in., 17c. per joint; 7-in., 20c. per joint. 
Stove pipe elbows, ve in., $1.65 per doz.; 
7-in., $2.25 per doz. Stove pipe dampers, 
6-in., $1.55 per doz. 

Tacks.—Manufacturers of tacks have 
announced a reduction of approximately 
10 per cent and these will be put into 
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effect by local jobbers as soon as re- 
ceived. 

Wire Products.—The demand contin- 
ues fair. Prices for next spring deliv- 
ery have not been announced, but it is 
expected they will be made shortly. 


Jobbers quote: Black painted wire cloth, 
12-mesh, $2.35 per 100 sq. ft.; poultry net- 
ae, off; No. 9 annealed wire, $3 per 
1 . 


Wrenches.—The new price on Trimo 
wrenches is 60 and 10 off, 

Z-Clamps.—A 10 per cent reduction 
has been made in Z-clamps according 
to notices received from manufacturers. 


TWIN CITIES 


3725 Colfax Avenue South, 
Minneapolis, Minn., Oct. 4, 1921. 

USINESS conditions in general 

seem to be definitely on the mend. 
There has been some improvement in 
the amount of business being done, but 
the biggest factor is the fact that both 
the public and the business man are 
now feeling more optimistic over future 
prospects. Prices appear to have 
reached a fairly firm basis and many 
advances instead of declines are being 
featured. 

Sales by the retail hardware mer- 
chant in the smaller cities remain 
rather small as the farmers not having 
disposed of their crops as yet have very 
little money to spend and less time to 
spend it in just at present. 

The credit situation continues to im- 
prove throughout the territory. 
Manufacturing conditions 

very quiet. 

Builders’ Hardware.—Sales of build- 
ers’ hardware to not show any signs of 
let up, in fact they are improving stead- 
ily from day to day. The volume of 
business in the larger cities is extremely 
satisfactory and far out of proportion 
to sales in other departments. The num- 
ber of building permits being taken 
out continues to increase both in num- 
ber and in size of individual permits. 
This winter bids fair to be one of the 
heaviest ever known in builders’ hard- 
ware. 


remain 


Axes.—The total volume of sales 
continues to be rather small. Jobbers’ 
stocks are ample. Prices firm. 

We quote from local jobbers’ stocks: 
Single bit, $14.50; double bit, $19.50; base 
weights. 


Brads.—A very satisfactory volume 
of business is now being done in brads. 
Jobbers’ stocks are ample. Prices as 
last quoted: 

We quote from 
Brads in bulk, 
) per cent. 

Bolts.—The demand for bolts shows 
some improvement, but the total vol- 
ume of business is not satisfactory. 
There has been a decline in stove bolts. 

We quote from local jobbers’ stocks 
Small carriage bolts, 50-10-5 per cent; large 
carriage bolts, 50-5 per cent; small machine 
bolts, 60-10 per cent; large machine bolts 
55-5 per cent; stove bolts, 75-10 per cent; 
lag screws, 60 per cent. 

Coal Hods.—Demand for these in a 
retail way is now beginning to open up 
and a fair volume of business is ex- 
pected. Prices as last quoted: 


local jobbers’ stocks: 
70-10 per cent; in packages, 


We quote from local jobbers’ stocks: 
Japanned open, 17-in., $4.30; 18-in., $4.80; 
japanned, funnel, 17-in., 6, 40; 18-in., $5. 95; 
galvanized, open, 17-in., $6; 18-in., $6.55; 
galvanized, funnel, 17-in., $7.40; 18-in., $8. 

Eaves Trough, Conductor Pipe and 
Elbows.—Sales continue to be quite 
satisfactory. Jobbers’ stocks are ample. 
Prices remain as last quoted: 


We quote from local jobbers’ 
Eaves trough, 28-gage, 5-in., 
gle bead, $4.50 per 100 ft.; 
pipe, 28-gage, corrugated, 
elbows, 3-in., 


stocks: 
lap joint, sin- 
3-in. conductor 
$4.50 per 100 ft.; 
corrugated, $1.63 per doz. 

Files.—The demand for files remains 
of rather small volume. There has been 
a reduction in price. 

We quote from local jobbers’ stocks: 
Nicholson files, 60 per cent; Arcade files, 
60-10 per cent; Riverside, 65 per cent. 

Galvanized Ware.—The demand for 
galvanized ware remains very light and 
unsatisfactory. Jobbers’ stocks are 
ample. There has been a slight decline 
in prices quoted previously. 


_We quote from local 
Galvanized tubs No. 1, 
2, $7.20; No. 3, $8.40; heavy galvanized, No. 
1, $18.50: No. 2, $20.50; No. 3, $22.80; stand- 
ard 10-qt. galvanized pails, $2.24; 12-qt., 
$2.46; aig $2.75; 16-qt., stock pails, $4.35; 
18-qt., $4.80. 


Glass and Putty.—The demand for 
glass and putty is showing considerable 
improvement and business should be 
gcod for the next two months at least. 
Prices as last quoted: 


We quote from local jobbers’ stocks: 
Single strength glass, 80 per cent; double 
strength glass, 82 per cent from standard 
lists. Commercial putty in bladders, $4.10 
per cwt. 


Lanterns.—A fair volume of business 
is getting under way in the sales of 


jobbers’ stocks: 
$6.40 per doz.; No. 


lanterns. Prices firm. 

We quote from local jobbers’ stocks: 
Tubular long globe, $13 per doz.; tubular 
short globe, $13 per doz.; tubular dash, 


$17.60 per doz. 
Nails—A very satisfactory volume 
of business is being done in all sizes of 


wire nails. Stocks are ample. Prices 
as last. 
We quote from local jobbers’ stocks: 


Standard wire nails, $4 base; cement-coated 


nails, $3.40 base. 

Oil Heaters.—Sales are now begin- 
ning to develop quite well and a fair 
volume is expected. There has been a 
revision in the prices previously quoted. 


We quote from local jobbers’ stocks: 
Japanned, polished steel, 3-qt. capacity, 
$3.50 each; nickeled, polished steel, 4-at 
capacity, $5.40 each; blue enameled body, 
j-qt. capacity, $7 each 


Paper.—Sales of building paper re- 


main of good volume and an active 
seller. Prices same as last. 
We quote jobbers ocks 


from local 


103 
No. 2 tarred felt, $2.80 per cwt.; -threaded 
felt, $1.58; red rosin sheathing paper, $2.45 
per cwt. 


Registers.—Sales remain of rather 


small volume. Prices firm as last 
quoted, 

_We quote from local jobbers’ stocks: 
Cast steel registers, 30 per cent from 
Standard price lists. 


Rope.—Sale of rope shows some im- 
provement at this time, although total 
sales are not large. Prices as last. 


,, We q from local jobbers’ stocks: 

Pure manila rope, 18%e. per Ib.; pure sisal 

rope, li'ec. p Ib., base prices 
Sandpaper.—Sales of sandpaper re- 


main of fair volume, and prices are firm 
as last quoted. 


We quote from 


local jobbers’ stocks: 
Best grade No. 1 


at $7.20 per ream; second 
grade No. 1 at $6.50 per ream; No. 1 Gar- 
net paper at $15 per ream. 

Sash Cord.—The demand for sash 


cord is very good and of satisfactory 


volume. Prices vary somewhat. 

We quote from lo bers’ stocks: 
Best grades from 58c. t per Ib.; ordi- 
nary sash cord from 3tc to 4 per Ib. 

Sash Weights.—There is a very fair 
call for sash weights at this time as 
buildings are being completed. Prices 
show no change. 

We quote from local jobbers’ stocks: 
$2.30 per cwt. 

Screws.—The demand for wood 


screws of all kinds is very good and 


sales are of fair volume. Prices re- 
main as last quoted. 

We quote from local jobbers’ stocks: 
Flat head bright screws, 80 per cent; round 
head blue screws, 75 per cent; flat head 
japanned screws, 70 per cent; flat head 
brass screws, 72% per cent; round head 


brass screws, 70 per cent. 


Snow Shovels and Sidewalk Scrapers. 
—While the retail dealer has been mak- 
ing purchases from the jobber in prep- 
aration for fall trade, no retail business 
has developed. There has been a de- 
cline in the entire line, the biggest cut 
being in the galvanized wide blade 
shovel. 

We local jobbers’ stocks: 
Wood, straight handle, $5.20 per doz.; steel 
blade, straight handle, $4.50 per doz.; gal- 
vanized steel blade, D handle, $11 per doz.; 
steel sidewalk scrapers, $4.50 per doz 


quote from 


Solder.—Sales of solder remain very 
dull. Prices show no change. 

Half and half solder, 22c. per Ib. 

Steel Sheets.—While sales are a 


trifle better no real volume has de- 


veloped. Prices remain as last. 
We quote from local jobbers’ stocks : 
28-gage blac ‘Kk sheets, $4.25 per cwt.; 28-gage 


galvanized, 5.25 per cwt. 


Steel Traps.—There is very little re- 


tail call for traps as yet. Prices re- 
main as last quoted. 

We quote from local jobbers’ stocks in 
dozen lots: Victor No. 0, $1.71; No l 
$27.01; No. 1%, $3.05: No. 2, $4.21; New- 
house No. 0, $4.75: No. 1, $5.62; No. 1 
$4.50; No. 2, $12.56. 


Stove Goods.—Retail demand is just 
beginning to develop. There has been 
decline in prices. 


We quote from local jobbers’ stocks: 
Stove boards, crystallized, 28 x 28, $16.15; 
3) x 30, $18.15: 36 x 36, $26.10; stove pipe, 
uniform blued, 28-gage, 6-in., $13.50 per 
crate K. D.; elbows, 6-in. common corru- 
zg ated, $1.56 doz.; 6-in., adjustable, charcoal 
iron, $2.05 doz.;: dampers, cast iron, wood 
r coil hi andle, $1.50 doz.; 7? Is, japanned, 
l5-in., T5e doz ; japanned amb« , 21%2-in., 
$1.70; japanne -d jumbo junior, 14 in., 60« 
doz 

Tin Plate—Demand is somewhat 











better but not of large volume. Prices 
firm as last quoted. 

We quote from local jobbers’ stocks: 
Furnace coke, ICL, 20 x 28, $14.15; roofing 
tin, IC, 20 x 28, 8-lb. coating, $14.50 per box. 


Washers.—Sales remain dull and of 
small volume. Prices remain as last 


quoted. 
We quote from local jobbers’ stocks: 
14-in. wrought steel washers, $6.45 per cwt.; 


l-in. wrought steel, $6 per cwt. 


Weatherstrip.—Retail demand is now 
beginning to show itself, but has not 
reached any volume as yet. Prices re- 
main as last quoted. 

We quote from local jobbers’ stocks: 
Wood and felt, %-in., $2.10 per 100 ft.; 
Y-in., $2.10 per 100 ft.; 1l-in., $2.85 per 
100 ft. 

Wheelbarrows.—Sales of barrows 
continue to show some improvement. 
Jobbers’ stocks are ample. Prices re- 
main as last quoted. 

We quote from local jobbers’ stocks: 
Wood stave fully bolted, $36 per doz.; No. 1 
tubular steel, $7 each; No. 1 garden, $5.40 
each. 

Wire.—The demand for wire con- 
tinues rather inactive on the whole. 
Prices remain as last. 

We quote from local jobbers’ stocks: 
Barbed wire, painted cattle, 80 rod spools, 
$3.30; galvanized cattle wire, $3.66; painted 
hog wire, $3.47; galvanized hog wire, $3.91; 
plain black annealed fence wire, No. 9, 
$3.60; plain galvanized annealed, No. 9, 
$4.10. 
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Sheet and Tin Plate Weight 
Cards 


The publicity department of the 
American Sheet & Tin Plate Co., Frick 
Building, Pittsburgh, H. V. Jamison in 
charge, has just issued a series of cards 
pertaining to sheets, tin plate and 
formed roofing and siding products on 
which is given much valuable informa- 
tion relating to weights of different 
gages and sizes of these important 
products that makes them very valu- 
able to users. 

On the card relating to Apollo best 
bloom galvanized sheets and Apollo- 
Keystone copper steel galvanized 
sheets, the tables show weights per 
bundle without bands, square feet, sheet 
weight, and number of sheets in one 
bundle, on gages from 10 to 30, both 
inclusive. The weight per square foot 
is worked out in decimals both in 
ounces and pounds. 

On another card is given a bundling 
table of black sheets, this card showing 
the weight per square foot worked out 
in ounces and pounds in decimals, also 
the weight per sheet in the different 
sizes and gages from 10 to 30, both 
inclusive, the number of sheets in each 
bundle of the different gages, and the 
weight of the bundles. 

A third card, devoted to formed roof- 
ing and siding, shows the number of 
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sheets per bundle in the different 
gages of corrugated sheets and also 
the weights. In formed products, this 
card also shows the standard weights 
per square on the entire line as made 
by the company. All the weights and 
other figures given on these different 
cards are standard, up to date, and will 
be of great value to the sheet metal and 
tin shops, and in fact to all other 
users. Copies of the cards will be sent 
on request to the company at the ad- 
dress as given above. 


What Do You Think? 


(Continued from page 88) 
making a sales tax, which is far bet- 
ter. If a vote were taken to-day 90 
per cent of the manufacturers would 
vote for a sales tax. In this way the 
Government would get its money 
every month, and the manufacturers 
would know how they stand every 
month. Smoot has the right bill, and 
it should be made a law. Then the 
burden would be on the whole Amer- 
ican people, where it belongs, instead 
of 6h the manufacturer alone. 

Yours respectfully, 
H. C. Hart MFc. Co., 
By H. C. Hart, President. 








Mill and Hardware Supplies Prices—October 10, 1921 


BARS—CROW— 
Steel Crowbars, 10 to 40 Ibs., 


7 
Pinch Bars, 10 to 40 Ib., 

&8¢ 
BELTING—LEATHER— 
From No. 1 Oak Tanned Butts. 
Belting, Ex. Hvy., 18 02..35% 


Belting, Heavy, 16 oz...... 40% 
Belting, Medium, 14% 02..40% 
Belting, Light, 19 OE. ooc on 50% 
Second quality, Sides...... 55% 


Second Quality, Shoulders. .60% 
Cut oe Lacing, wivietly 


ean Lacing Sides, a1 ca. 
ft. Raw Hide, No. 
side 17 sq. ft. and RE, 476 
gg i eee 45¢ 
Rubder— 
Competition (Lew Grade) 50&10% 


| ae pres 40&10% 

SOP ee 5% 

BLOCKS—Tackle— 

Common wooden........ 334% 

PE aivanuwitemeis dea 334% 
Bolts— 


Carriage, Machine, &c.— 
Common Carriage (cut thread): 
% «x 6, and smaller. ..40&10% 


Common Carriage (rolled 
thread): 
¥% * 6, and smaller. .50-10-5% 
Larger or longer....... 50-5% 


Phila. Eagle, $3.00 list....60% 
Bolt Ends, H. P. Nuts..... 40% 
Machine (cut thread): 
H% x 4, and smaller..... 60-5% 
Larger or longer... .50-10-5% 
DRESSING—Belt— 
Liquid im gal. cans, gal. .$3.00 


DRILL AND DRILL 
STOCK S— 


Twist, Bit Stock...... 0-10% 
Twist, Taper and Straight 
as ot ian i aa in Seda 
Wire a Jobbers’ and R. S. 
aa 0% 
Brace Drills for Wood 40-5% 


EMER Y—Turkish— 
Out of market at present time. 
Dome. Wo vevevencnessedlé 


HAMMERS AND 
SLEDGES— 


3405 TB. <. .ccvccccseges 60-10% 
Over § Ib. ..ccceceees 60-10-10% 
OILERS— 


Steel, Copper Plated.. .60-10-5% 
Chace, Brass and Copper..10% 


Railroad, coppered......... 40% 
Chace, Zinc Plated........ 40% 
pe a erry 20&5 % 
PICKS AND MATTOCKS— 
OE Pre 40-5% 


Contractor’s Picks 
30-10% Discount 
ROPE— 
Eastern Retail Trade. Per Ib. 
Manila, % in. diam. and larger: 
Highest Grade......... 19%¢ 
Second Grade......sseee+ 14¢ 
Hardware Grade 
Sisal, 5% in, diam. and larger: 
Highest rere 23¢ 
Second Grade .... 20¢ 
Sisal, Hay, Hide and Bale "Ropes, 
Medium and Coarse: 
First 8 eerie 23%¢; ent 
RE  ttenesnonsaeees 0“uve 
Sisal, Feud Medium ioe 
Yarns: 
First —_ serwetnseucne 
Second quality .......... 20¢ 
Cotton Rope: 
Best 5/16-in, and larger, 


50¢ to 60¢ 
Medium, 6/16-in. and larger, 
47 @ 48¢ 
Third Gr., 5/16-in. and 
Pre ee 45@46¢ 


Jute: 
No. 1, %-in. and up..... 23¢ 
No. 2, %-in. and up....17%¢ 

SAWS AND FRAMES— 
Hack— 

Saw Blades: 


Gila eb.a20seeewe - $4.32 
TMNT Se ine teweerab ae 4.63 
rer eer re 4.93 
S (Glas 06inebdeweeewes ako 5.5 
WO Qi se asx atidesencdgest 6.17 
SE We. ckcevesaseeeseanaea 6.78 
Sg Serer ee eee 7.40 
EW URS ts0-2 wt nn pesede vent 15.38 


Saw Frames— 


Iron adj., per doz........ $3.50 
Steel, adj. ., 8 to 12 in., per yen 
$16 90 
Steel, adj., steel hdle., per i; 
11 
Ster H. S. Frame......0% $20.22 
Adj. Pistol-Grip, per doz. .$19.09 
SCREW S— 
Coach, Lag and Jack— 
Coach, Gimlet Point...... 60-5% 
ack Screws— 
Stendend” POE. cakcwweed 40-10% 
Machine— 


Cut Thread Iron, 
Flat Hgad or Round Head, 
; 50&10% 
Fillister or Oval Round Head, 
tad 50&10% 
Fillister or Oval Head.40&10% 
Rolled Thread Iron, F, H. - 
CS Fr rear 0-5 % 
Fillister or Oval Head. .80% 
Rolled wanes Brass: 
F. Hi. ar 75-5% 
Fillister. 7 ye Head 60% 


Set and Cap— 


Flat Head, Iron......... 75-5% 
Set (Steel) net advance over 
Ee RI 8 25% 
sy Rf UP a Ps ee 60&5 % 
mn! SS er tf 
%” and smaller.......... 75% 
%” and larger... .50&10&5% 
Fillister Head C Cap. Pee 45% 
Wood 
Flat Head, Iron... .77%4-20-10% 
Round Head, Iron... .75-20-10% 
Flat Head, Brass... .72%4-20-10% 


Round Head, Brass. -70-20-10% 

Flat Head, Bronze. .55&10&10% 

Round Head, Bronze 
52%4&10&10% 


STOCKS, DIES AND 
TAPS— 
ME fi cased tus bared eeu ‘ 
4 


Hand Taps, jf | to rani 
Ap » seeée 





wt 
Hand “Tape, smaller than x 


TTSTTT TTT ere 00 AS 


a. 3. sam “A Taps, No. 2 to 
12 48. 488. covecess 50-10-5% 
M. S. Toper Taps, larger.45-5% 


WASHERS—Cast— 
Over Y%-inch, barrel lots, per 
100 /b. 6.25 


Iron and Steel 


Size Bolt... % Hw y, 
Washers $9.75 8.50 6.75 
% A 
6.50 6.40 
WRENCHES— 
PPO Pe eer 50-5 % 
Alligator or Crocodile...... 50% 
Drop Forged Sooo ccccecccs 25% 
Stillson pattern.......... 60%5 % 
Genuine Walworth Stillson, 5 
4é /0 
METALS— 
Tin— 
— THE cvvcdvccvececrs sO 
Ce: een ee ner: 36@40¢ 
Copper— 
O " .. | METRE eae 15%¢ 
MUOCCEGNNENS co cecseseseuseus 154%¢ 
DE 6.6.55 vy 06 seas cece cess 15¢ 


Spelter and Sheet Zinc— 
Western spelter ...... 6% @6%¢ 


‘Sheet Zinc, No, 9 base, cast 


11%¢ open 12¢ 
Lead— 
American Pig, Per Ib. rt pO%¢ 
Bar, Per Ib Te 


Solder— 
% x % guaranteed ........ 20¢ 
Os, h cahanstovetecsseeceese 18¢ 
MOROOR neccvevbcernencces 15%¢ 
Prices on solder indicated by 


Private brand vary according to 
composition. 
Babbitt Metal— 

Best grade, per Ib........-. 80¢ 
Commercial grade, per lb....40¢ 
Antimony— 

Asiatic, per Ib........ 6%@6'\¢ 


Aluaminam— 
No. 1 Aluminum (guaranteed over 
99 per cent pure), in ingots for 
remelting, per Ib..... @3i¢ 
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Paint Materi: i Q : : _ ; 
terial Prices as Quoted in New York—October 10, 1921 
Animal, Fish and Vege- Neatsfoot pu 1 i7@ — y 
table Oils— re - “i ta 730 ~ White ~— +oenésawee 11 @11% Spirits of Turpentine, 
Linseed, Raw, Perma Palm, Lasce, ie ecaske. ry Colors Per gal., yard basis 74%@76', 
OG MES aceek conn .70@ .72 spot per Ib. ...... .™%e@ — Per Ib. Colors in Oil 
City, 5-bbl. lots, gal... .73@ .75 Soya Bean, bbl., Ib -8%@ — Black, Carbon Gas... .10%@20 Panag ry 6 
4 oac lac a 23 < 
Out-of-town, 5 bbl. lots Black. = oa : ie Joga . 124 30 
and over, gal. ..... .10@ .72 Whiting in Cwt. Black, Ivory ... Drop black . . 25 “30 
Boiled. 2¢ per gal. advance on Raw. Sieerelal Ceccccouce ce Lampblack a 30 8 
Lard, city, steam... .10 @10% Ex. Gilders ......... 1.40@1.50 Blue, Chinese ........50 @— Chinese .. 70 80 
Compound .......... 11%4@11% ll St = + a Cobalt, imitation 45 60 
NEE acca tiexieees 13%@ = Glues San, Wiens "te en Prussian aS 08 
. a MS 2 ee iS 20@ .22 Blue. Milori ib . 4 a ao a, ree 50 — on 
Cotton seed, a an ele 26@ .28 mt jr sa ba tedsks oe BROWN :— 
Micasbatle’ ..% 5.066%. a bE. Mw ae oe 13@ 115 ao a, Se 3%@ 4 Sienna, Italian, burnt, 
¥ ¥ " or raw, best 1 32 — e 
ae Summer, Prime, Gum Shellac Burnt and Powdered. 64%@15 { uber, ‘Turkey. burnt on se 
Sco scramabeb care 0@ " , Turkey, Umber .......5 @ 86 or raw, best grad 27 
‘ Deemaee f civvconanere 73@ — > ol se a. 7 
anally i Wiese . 9@9% x t; Gia of... iM@ — V po brown, gen- 
Fallow, acidless, gal... .77@ — pO ee ee ee 56@ — —_, age apse a— pc Ea wae -s 
Menhaden a ON 6 ck céxwewes we Grinders ..... 4 noha 14 @1h Chro ~+ Bere 50 — 52 
Orude,in bbls. ........ .30@ — Se o apeeernrepe, ~* ae Common --13%@ com., 25% pigment. .25— ... 
Light pressed, gal..... 42@ .44 ee MM oo caaia seas 72@ - RED:;— 
@ Orange, Fine 78@ — iy i Green, Bulk ° 9 a 28 — .80 
Cocoanut, Ceylon, bbl., eee ee cones = ~ ‘Carmine, No. 40, = a” ty 100 be 11. 75 — 14. — 
B. Fo. Oe Diva ccs 9%@ .10 White and Red Lead, Ete.  pulk ....... gt ts ". 4.50@4.60 Tuscan ee 
Ced, Domestic, Prime.. .39@ .40 Cents per Ib. Indian Red, Standard..12 @1 Venetian .......... 15— ie 
Newfoundland, in bbl.. .41@ .42 White Lead, Dry....... 7T%@7T% Me TE websecscnca 30 @28 WHITE: 
; ‘ Wer TA ocageétecse 22 @30 White lead in oil, 0 
Corn, Refined bbl. It 10° _ ” 
weed ee ~ eee — saan a Fa yp as Natural Red Oxide....10 @14 Me wisaceanecuan 9.87 — 10.58 
» f oer — xide, i soli 7 
Olive. denatured,  bbI. Red Beal nee. et Le @ at Vermillion, English ...75 @so om: 34 36 
POP Gl, ccccccccces $1.10@1.20 Green Se ARS rr 9%@11%4 Yellow, Chrome .,....34 @36 Ochre, French. 14 a "16 





Does the Salesman Like Your Store? 
If He Does He Will Help You Out of Many 


a Difficult Problem and Let You 


in on 


Some Big Savings When It Comes to Buying 


By A TRAVELING MAN 


N my last article we discussed the 

handicaps of the merchant who 
cannot place a good share of his con- 
fidence in the salesman who calls on 
him, be it to sell him hardware or 
any other article he may handle in 
his store. I naturally mean the sales- 
man with whom he has consum- 
mated business for a_ reasonable 
period, and whom he personally 
knows, and who represents a reliable 
firm. We saw where he must con- 
tinually match his wits against the 
salesman while he is purchasing his 
goods, and when he gets to that posi- 
tion his benefits derived from busi- 
ness are very few, and his mental 
condition must keep him tossing on 
the pillow at night trying to figure 
out a line of battle with which to 
confront Peter Wilson, who calls on 
him to-morrow to sell him hardware 
for a firm he has bought from for 
eleven years, or ever since Peter be- 
gan to call on him. 

In this brief article let me contrast 
him with that other type of merchant 
who is best described in a simple 
way. Two salesmen meet in the 
evening at the hotel, and John asks 
Charley where he spent the day. 
Charley answers: ‘Me! I’ve been 
over with Mr. Johnson at Busyburg; 
it’s heaven when you get inside his 
door.” “I'll say it is, Charley,” an- 
swers John. None of my readers 


need any more of a definition. For- 
tunately we of the grip in one hand 
and the order book in the other en- 
counter a big per cent of such mer- 
chants but not enough, and if my 
humble writings can convert only 1 
per cent of those merchants ‘vho can- 
not see that they must lay open their 
problems, their needs and their cares 
to the salesmen, and place confidence 
in them, if, as I said, I can convert 
only 1 per cent I shall have accom- 
plished very much. 


The History of Johnson 


Let us step back a pace and look 
over Mr. Johnson at Busyburg. He 
started with a little money in a small 
2 x 4 room, worked hard and used 
care in his business, but despite that 
after about six months had to leave 
an occasional invoice slip by the dis- 
count date. He scratched his head 
and tried to figure where the leak 
was, when along comes his salesman 
who had induced him to enter busi- 
ness, and he tells him his cares. 
Charley, the salesman, asks about 
his affairs and finds in the early be- 
ginning too much credit, and the 
good Mr. Johnson too big hearted to 
be a good collector. Right there was 
where Charley converted Johnson 
from a storekeeper into a merchant, 
and in a few months’ time Johnson 
was moving along in good shape. 


Now that in after years he has be- 
come a success in business, do you 
think he feels he don’t need this 
salesman? No. This same salesman 
or his successor, if he is of the 95 
per cent type, to-day more than ever, 
enjoys his friendship, his questions 
and problems, and, above all, his or- 
ders. He is, in the eyes of this mer- 
chant, as one of my merchants told 
me some few months ago, his walk- 
ing barometer of business. And he 
most gladly shows him the storms 
and clear skies ahead in the margin 
and move them. He did so, and sold 
16 dozen pails in one day, agreeing 
to fill his customers’ purchases on the 
last six dozen as soon as he could get 
them in stock. He bought the six 
dozen at the lower price and made 
money on a declining market. This 
is perhaps a small item, but if this 
merchant had waited until his com- 
petitors could buy pails at 5 cents 
a piece less than he had bought, he 
would have been up blindman’s alley 
as far as profits are concerned. I 
am safe to say 95 per cent of our 
hardware salesmen would have done 
the same as I, but in 99 cases out of 
100 the merchant type pictures in 
the person of Mr. Johnson of Busy- 


burg would have been the _ benefi- 
ciaries. 
So, friends, do not forget, no mat- 


ter what others may say, there is 
always the human side to your deal- 
ings with each other. When you 
greet your salesman and let him leave 
your store with a smile he thinks of 
your benefit all the time, and 
Johnny-on-the-Spot to do you a good 
turn, while if you send him away 
with a “by golly, I’m glad I’m out of 
that fellow’s store,” you have auto- 
matically severed your benefits. 
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NEW GOODS AND NOVELTIES 


Products Being Placed on the Market by Hardware Manufacturers 
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Screen Door Catch 


Shur-Lock is the name given to the 
simple yet effective screen door catch 
amade by the Pressed Steel Products Co., 
Plantsville, Conn. 

This catch is said to keep screen 

















The Shur-Lock 


doors fly tight and particularly efficient 
in overcoming warped doors. The catch 
is easy to attach with four screws. The 
small angle piece is attached to the 
door at about the height of the aver- 
age man’s shoulder and the catch proper 
is attached to the jam inside of the door. 

The sturdy construction of this device 
makes it practically unbreakable and 
there is really nothing to get out of 
order. The spring is never contracted 
more than 1/16 in. and should never 
wear out. 

This catch furnishes a positive lock 
by a simple turn to the right and the 
lever locks the door. 


Safety Razor with Oscillating 
Blade 


Shaving authorities have long advo- 
cated the side stroke for the perfect 

















Lee Safety Racor 


shave—a feat usually attempted by 
holding the razor at a difficult angle. 


’To give the shaver this angle stroke 


without extra effort or concern the Lee 
Razor Mfg. Co., 154 West Washington 
Street, Chicago, have placed on the mar- 
ket the new Lee safety razor with an 
oscillating blade. 

This razor is mechanical in action, 
having two small rollers that are placed 
in advance of the guard. These are 
connected by a rack to pinion. This 
pinion has a small guide pin which 
causes the blade to move from side to 
side as the razor is brought down on the 
face. 

The blades are made in the double- 
edged style, and as only one edge is ex- 
posed to use at a time it is fair to as- 
sume that there is economy effected. 
The razor has an arrangement for ad- 
justing the cut so as to give a close 
or light shave. 

The outfit consists of a razor, an ad- 
justing key and twelve blades put up 
in an attractive metal box nickle plated: 
A gold-plated and a silver-plated set 
are also offered to the trade. 


Tri-Angular Oil Mop 


Blue birds are suggestive of happi- 
ness, and so the Tate Manufacturing 

















Blue Bird Oil Mop 


Co., 40 Hanover Street, Boston, Mass., 
has named its new patented oil mop 
the Blue Bird mop. It comes in an 
attractive can and is pleasant merchan- 
dise to handle. 

The mop is buckled around the metal 
triangle, so that it may be easily re- 
moved for washing. After it is washed 
and dried it may be easily reinserted. 


Iron with Soapstone Heating 
Element 

Soapstone is the material used in 

making the heating element of the 

Stahot electric iron made by the Stea- 


tite -Products Co., Ine., Yorktown 
Heights, N. Y. It is said that this 
feature provides a lasting heat reser- 
voir that is quite unusual. Fifteen min- 

















Stahot Electric Iron 


utes with the cable plug inserted in a 
light socket and the iron becomes very 
hot. The heat will last for almost an 
hour without the use of additional 
juice. In other words the cable can be 
removed after the iron has been heated, 
making it easier and cheaper to use. 

The heating element consists of 42 ft. 
of coiled wire embedded in the soap- 
stone. 

As the cord is used but little there is 
no strain or wear on that part of the 
equipment worth mentioning. The heel 
rest at the back of the handle elimi- 
nates the need of a separate stand and 
is a great convenience, 


For Fire Pots and Blow Torches 


It is said that gasoline fire pots and 
blow torches, such as are commonly 
used by the mechanic, can be put out of 
service within a very short time and the 
burner ruined if the sharp pointed 
needle that controls the generator is 
screwed up too tight, or if by any other 
means the small orifice or fuel opening 
in the burner is made larger. The 
reason for this is that the enlarged 
orifice in the generator allows a larger 
amount of gas to pass through into the 
combustion chamber, which produces an 
imperfect “mixture with the air, thus 
reducing the generating and heat pro- 
ducing qualities of the burner. 

It is claimed by the Clayton & Lam- 
bert Mfg. Co., Detroit, Mich., that over 
60 per cent of all burner troubles are 


Reading matter continued on page 108 
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—and a complete 


garage hardware set 1s 
selected, sold and delivered 


In the old days a customer coming in for garage hardware 
brought a lot of trouble with him. After some discussion 
you would get an idea of what length track he needed, the 
number of hangers, hinges and so on down the line. Then 
while he stood on one foot, then the other, you would do a 
few miles around the store assembling the job. 


But no more! McKinney has changed all that. 


The McKinney catalog tied to a string on the counter 
fortifies you with all the facts. You can show him all the 
different kinds of doors he can use. Then when he makes 
his choice you just take a box, with that number on it, off 
the shelves. Every necessary piece of hardware is in the 
box. When he gets his garage built he gets exactly what 
he wanted. The instructions in each box won't let him go 
wrong. 

If you haven’t stocked with McKinney Complete Garage 
Sets you are missing a big chance to take off a lot of your 
overhead and trouble and add on some good wholesome 
profits. 

Start today by writing for the catalog. We supply that free. 

McKINNEY MANUFACTURING CO., Pittsburgh 


Western Office, Wrigley Bidg., Chicago. Export Representation 


MCKINNEY 


. Hinges and Butts 


Also manufacturers of McKinney farm building door hard- 
ware, furniture hardware and McKinney One-Man Trucks, 
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caused by the needles that control the 
generator being made with sharp 
points, and to overcome these troubles 
they have designed and secured patents 
for their improved double blunt needle 
burner. 

Both the needles used in the improved 
burner have blunt points, which makes 
it impossible for the user to enlarge 
the burner orifice. The lower needle 

















Sectional View of Improved Double Burner 


regulates the supply of gas and the 
upper needle has a small wire tip that 
cleans the orifice in the jet block. The 
safety stop prevents the upper needle 
from being unscrewed too far. All 
double needle burners are supplied with 
two jet blocks, one for burning gaso- 
line, the other for kerosene. They are 
interchangeable and the jet block in the 
burner can be quickly removed and the 
other jet block screwed quickly into 
place. 

The makers claim that these double 
needle burners have wonderful generat- 
ing power, producing from 100 deg. to 
300 deg. more heat, and that the con- 
sumption of fuel is reduced to the mini- 
mum. This being due to the improved 
construction of the burner and the extra 
long vaporizing chamber and vein tube 
through which the gas passes, causing it 
to become superheated before entering 
the combustion chamber. 

These improved double blunt needle 
burners have recently been applied to 
a full line of the Clayton & Lambert 
torches, pint, quart and _ two-quart 
capacity. They have also been adapted 
to their fire pots. 


Stove Damper Has One Piece 
Damper 
Stover Mfg. & Engine Co., Freeport, 
Ill., offer the trade a new one-piece 
steel spindle stove damper. 
The biggest feature of this new 

















Stover Stove Damper 


Stover damper is the one-piece spindle 
which eliminates the alleged less satis- 


HARDWARE AGE 


factory method of pressing two pieces 
together or welding them. This spindle 
is cut from a piece of steel wire. One 
end of the wire is split so as to hold a 
small wire coil. This spindle is locked 
into the blade by the lug on each side, 
which fastens securely into the blade. 
The blade is made from cast iron. 


Hand Car Has Numerous 
Features 


Speed and appearance are probably 
the chief desires in the child when he 
comes to select a hand car, but the 
parent is more interested in the safety 
and ease of operation, as well as the 
duration of the vehicle. All of these 
desires are said to be found in the 


‘Scout runner car, a product of Doud 


Sons & Co., Winona, Minn. This vehicle 
is distributed through P. D. Wilson, 
Winona, Minn. 

Two or three pulls on the lever and 
the car is in steady motion, the speed 
fully governed by the speed of the 
child’s arms. The wheels will coast 

















Scout Runner Car 


with the handle in an upright position. 
The car is safe because it has no dead 
center and will not reverse. When the 
handle is pulled either backward or 
forward the car goes ahead, and should 
the car be still it can not roll down hill 
or roll off a curb. This is a very im- 
portant safety feature of interest to 
every parent in the market for juvenile 
vehicles. 

The car is very strong and will easily 
support a very heavy man. It is com- 
fortable to ride in, as the small back 
rest gives support to the back. All 
parts are riveted, none of them screwed 
on. The car is adjustable to four sizes. 
The steering strip is positive in action 
yet not hard to use. 


Add to Their Tool Line 


The Cushman Co., Inc., Champaign, 
Ill., have added two new tools to their 
Craftsman line. They are a knife- 














Craftsman Monkey Wrench 


handled monkey wrench and a button 
pattern wire plier. 

The Craftsman wrench has a genuine 
knife handle made in three sizes, 8, 10 
and 12 in. The tool is a good heavy- 
weight wrench, made to stand hard 
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wear. The bars are driven tight in the 
metal frame and then securely riveted 
through the maple wood handle. The 














Craftsman Wire Pliers 


mechanical construction is simple yet 
extremely practical. There are only 
three parts to the body of the wrench, 

The button pattern wire plier is also 
made in three sizes, in lengths of 6, 8 
and 10 in., with black rust-proof bodies 
and polished jaws. 


Savage Combination Kit 


Realizing the popularity which the 
new Savage .300 cartridge has begun to 
enjoy, the Savage Arms Corporation, 
50 Church Street, New York, has hit 
upon a new device which will make this 
cartridge and the rifle chambered for it 
even more attractive to the shooter. 

It is the Savage combination kit—de- 
signed to coatain the model 1899 Sav- 
age rifle, chambered for the .300 cart- 


,ridge—the .410-gage Savage shotgun 


barrel and a cleaning rod. 

This new kit is not only convenient— 
having all the advantages of a smail- 
sized suitcase—but it is completely 
plush lined and partitioned to accom- 
modate the rifle and barrel. 


All Steel Bottle Capper 


Being unbreakable, the Indestro All 
Steel Bottle Capper, a product made 




















Indestro Capper 


by the E. M. Blumental & Co., 122 South 
Michigan Avenue, Chicago, is of inter- 
est to dealers. 

It will cap any bottle that takes a 
crown seal and is instantly adjusted to 
the proper height. A rubber shock 
absorbing cushion in the head of the 
capper prevents breaking of the bottle. 
The entire capper is nickel plated and 
has no paint to rub off. 


Reading matter continued on page 110 
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Several years ago Richards-Wilcox en- 
. nd . § . - . . 

gineers conceived the idea of a sliding- 

| folding door arrangement for garages. 





| We developed it and put it on the mar- 
ket under the name of SLIDETITE. 
| Imitations have been numerous, but as 
| yet there has not appeared a real sub- 
stitute for the original. 


CAG ( 
LOUIS 








AURORA. ILLINOIS.U.S.A. 








Its sales lead all others. It gives satis- 
faction where others fail. 

The hardware dealer who not in 
position to supply his trade with SLIDE- 
TITE hardware denies himself of the 
goodly profit to which he is justly en- 
titled. 
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So that motoring and golfing might 
be combined without the annoyance of 
the golf bag and sticks placed in the 
tonneau or alongside of the driver, the 
Standley Skid Chain Co., Boone, lowa, 
produced the Standley golf bag holder. 

This rack is built to be fastened on 
the running board at a convenient point. 
It is elamped on and may be easily 
removed very quickly. It is the prin- 





Standley Golf Bag Holder 


ciple of the luggage carrier worked up 
into a form for the golfer. As this 
holder takes but little base. space, it 
would enable the tourist to have a reg- 
ular baggage carrier on the running 
board also. 

This rack should have a sporting ap- 
peal to motoring golfers, as it provides 
a neat way of displaying the sticks and 
golf bag. It also lessens the chances 
of danger to the golf equipment. 


Cap for Ford Radiator 


The Peerless radiator cap for Fotd 
cars has been placed on the market by 
the Corcoran Manufacturing Co., of 
Cincinnati, Ohio. The new radiator cap 
not only adds neatness and attractive- 
ness to the front of a Ford, but it is 
extremely serviceable. It is made of the 


very best materials, is heavily nickel- 
plated and has all the wearing qualities 








PERRLESS 











Peerless Radiator Cap 


and appearance of much more expensive 
caps. The popular dumb-bell type 
handles make handling easy and do not 
retain heat. It is non-leakable, rust- 
proof and will last as long as the Ford 
it is on. 


Unbreakable Windshield Visor 


Announcement is made by the Toledo 
Wood Products Co. of Toledo, Ohio, of 
a new adjustable windshield visor of 
the non-breakable type, made under the 
trade name of Saf-T-visoR, that will fit 
the windshield of any automobile manu- 
factured, including coupes, sedans, tour- 
ing cars and roadsters. 

It is claimed by the manufacturers 
that Saf-T-visoR consists of a carefully 
finished piece of thoroughly seasoned 
wood of the accurate size, with metal 
fittings. The visor is heavily enameled 
in black on the exposed upper side and 
in dark eye-resting green on the under 
side. It is especially light weight and 
of great tensile strength, assuring last- 
ing service and obviating any chance of 
loosening windshield glass or pulling 











Saf-T-visoR 


windshield frame out of place on ac- 
count of excessive weight and constant 
“road jar.” 

It is further claimed that Saf-T-visoR 
is rattle-proof; instantly adjustable to 








any desired angle from the seat; has 
no sight-obstructing side brackets or 
braces; that rain drip is led to the sides 
by special construction; that it is easily 
and quickly attached or removed by 
anyone and that installation will not 
damage the finest car; that it does not 
interfere with windshield or auto top 
adjustments in any way. All fittings 
are enameled with the highest quality 
enamels. 


Spark Plug Has Adjustable 
Intensifier 


A new spark plug recently placed on 
the market by the Rentz Spark Plug 

















Rentz Spark Plug 


Co., Inc., 260 Peachtree Street, Atlanta, 
is characterized by an adjustable in- 
tensifier gap inbuilt into the plug body, 
and by an insulated short-circuiting 
switch which can be used to test the 
plug whenever this may be desirable. 

The claim made for the intensifier is 
that if the plug should be fouled the 
intensifying gap will cause it to again 
resume its function and burn itself 
clean. As the gap is plainly visible 
through the plug installation, the qual- 
ity of the spark can be quickly deter- 
mined by visual inspection. The short 
circuiting switch permits of making in- 
stantaneous tests without the usec of 
tools. 


Reading matter continued on page 112 
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“I nofice they're 
all using them’ 


9 








UNITED 
STATES 


TIRE CHAINS 


THE QUALITY CHAINS 


Made of hardened steel, under our new special 
process (Patent pending). 


Will wear longer— 


A new type fastener (Patent pending) that 
throws the chain out when released, making it 
easy to put on and take off U. S. Chains— 


Made in a black rust proof finish— 


Order today from your jobber, or direct— 





UNITED STATES CHAIN 8 FORGING CO. 
PITTSBURGH, PA. 
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Notes of the Retail Hardware Trade 


Ou10. — The 
Stores Co., 244 East Fifth Street, re- 


MONTREAL, CAN.—A. G. Kidston & 
Co., 17 St. John Street, desire the ad- 
dress of Banner Stamping Works, 
manufacturers of sanitary salt and 
pepper shakers. 

PROVIDENCE, R. I.—Belcher & Loomis 
Hardware Co., 83 to 91 Weybosset 
Street, desires the name and address 
of the manufacturer of the “Bacchus” 
bit brace. 


SoutH NORWALK, CoNN.—Rosenfield 
Brothers desire the name and address 
of the manufacturer of the “Hans” 
oyster knife. 

New York, N. Y.—Durbrow & 
Hearne, 12 Wooster Street, desire the 
name and address of the manufacturer 
of “Chapin” lawn mowers. 

JASPER, ALA.—The Hutto Hardware 
Co. has commenced business here to 
deal in the following, on which catalogs 
are requested: Bicycles, builders’ 
hardware, crockery and_ glassware, 
farm implements, fishing tackle, me- 
chanics’ tools, prepared roofing, pumps, 
shelf hardware, silverware, sporting 
goods, toys and games and wheel toys. 

ALHAMBRA, CAL.—H. C. Garnett is 
purchaser of the hardware stock and 
business of Albert Hall, 11 West Main 
Street. The new owner requests cata- 
logs on automobile accessories, barn 
equipment, bathroom fixtures, belting 
and packing, builders’ hardware, build- 
ing paper, churns, cream separators, 
cutlery, electrical household specialties, 
flashlights, fishing tackle, garage hard- 
ware, guns and ammunition, heating 
stoves, kitchen housefurnishings, me- 
chanics’ tools, paints, oils, varnishes and 
glass, poultry supplies, prepared roof- 
ing, refrigerators, sewing machines, 
shelf hardware, silverware, sporting 
goods, stoves and ranges, tin shop, toys 
and games, vulcanizing department, 
washing machines and wheel toys. 


SIERRA MADRE, CaL.—The Sierra 
Madre Hardware Co. has been incorpo- 
rated by Fred Griebenow, president; 
Charles B. Klunk, vice-president, and 
W. S. Hull, secretary and treasurer. 
The concern is located at 31-33-35 West 
Central Avenue, and a complete stock 
of the following is carried: Barn 
equipment, bathroom fixtures, builders’ 
hardware, building paper, crockery and 





.glassware, cutlery, electrical household 


specialties, electrical supplies and 
equipment, farm implements, flash- 
lights, fishing tackle, furnaces, garage 
hardware, guns and ammunition, heat- 
ing stoves, heavy hardware, linoleum 
and oilcloth, mechanics’ tools, paints, 
oils, varnishes and glass, plumbing de- 
partment, prepared roofing, shelf hard- 
ware, silverware, sporting goods, stoves 
and ranges, tin shop and washing ma- 
chines. Catalogs are requested on a 
general line of hardware and plumbing 
supplies. 


AVON PARK, FLA.—The stock of the 
W. R. England Hardware Co. was re- 
cently damaged by fire. 

DALTON, GA.—The Lumpkin Hard- 
ware Co., operating a branch at 
Cartersville, has opened a store here. 

SoutH MuI.LForp, INp.—The C. W. 
Emerick Hardware has succeeded to, the 
business formerly conducted by E. F. 
Seagley & Son. 


GREENLEAP, KAN.—F. Vicory has 


taken over the stock of William Fagan 
and added a line of electrical supplies 
and equipment. 

KINSLEY, KAN.—The Paris Furni- 
ture & Hardware Co. is successor to 
Paris Bros. 

Dry Ruipce, Ky.—C. L. Alexander, 
purchaser of the business of Harry J. 
Eckler, requests catalogs on automobile 
accessories, automobile _ tires, barn 
equipment, builders’ hardware, build- 
ing paper, churns, cream separators, 
crockery and glassware, cutlery, farm 
implements, flashlights, fishing tackle, 
garage hardware, gasoline engines, 
guns and ammunition, harness, heating 
stoves, heavy hardware, linoleum and 
oilcloth, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
prepared roofing, pumps, shelf hard- 
ware, silverware, sporting goods, stoves 
and ranges, tin shop, toys and games, 
washing machines and wheel toys. 

RoBLIN, MANITOBA, CAN.—The Rob- 
lin Hardware Co., owner of the stock 
of Dunlop Bros., requests catalogs on 
the following items: Automobile ac- 
cessories, barn equipment, belting and 
packing, builders’ hardware, building 
paper, churns, cutlery, dairy supplies, 
dynamite, electrical household special- 
ties, flashlights, fishing tackle, garage 
hardware, gasoline, guns and ammu- 
nition, hammocks and tents, harness, 
heating stoves, heavy hardware, kitchen 
housefurnishings, lubricating oils, me- 
chanics’ tools, paints, oils, varnishes 
and glass, prepared roofing, pumps, re- 


frigerators, sewing machines, shelf 
hardware, silverware and_ sporting 
goods. 


CLEMENTS, MINN.—Otto Gerstmann 
has recently suffered a fire loss. 

TCHULA, Miss.—The Foose Hardware 
Co. has been incorporated with a capi- 
tal stock of $7,000. The incorporators 
are D. N. Foose, G. P. Sharpe, and 
others. The stock handled will consist 
of automobile accessories, automobile 
tires, bathroom fixtures, bicycles, 
builders’ hardware, building paper, 
churns, crockery and glassware, cut- 
lery, farm implements, flashlights, fish- 
ing tackle, garage hardware, gasoline, 
guns and ammunition, harness, heating 
stoves, heavy hardware, home barbers’ 
supplies, kitchen housefurnishings, 
linoleum and oilcloth, lubricating oils, 
mechanics’ tools, paints, oils, varnishes 
and glass, prepared roofing, pumps, re- 
frigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, tin shop, toys and 
games, and wheel toys. 

LAUREL, Mont.—The Laurel Trad- 
ing Co. has bought the stock of the 
O. G. Kassner Co. 


CHESTER, NeB.—The Mae King Hard- 
ware Co., successor to F. Poppe, re- 
quests catalogs on a line of stoves, shelf 
hardware and tools. 


Scio, N. Y.—John J. and Raymond 
Coyle have succeeded Coyle & Coyle. 
They will continue business without 
any change in the firm name. 

ASHEVILLE, N. C.—The Brown Hard- 
ware Co., doing both a wholesale and 
retail business, is remodeling its store 
and putting in a new front. ‘A line of 
china, glassware and crockery has been 
added, on which catalogs are requested. 
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CINCINNATI, Barrar 
quests catalogs on automobile ac- 
cessories, bathroom fixtures, builders’ 
hardware, crockery and glassware, cut- 
lery, electrical household specialties, 
electrical supplies and equipment, 
flashlights, fishing tackle, heating 
stoves, heavy hardware, home barbers’ 
supplies, mechanics’ tools, paints, oils, 
varnishes and glass, plumbing depart- 
ment, silverware, sporting goods and 
toys and games. 

CHECOTAH, OKLA.— The Checotah 
Hardware Co. now owns the Thompson 
& Koch hardware business. 

MANITov, OxLa.—McClung & Wat- 
son are purchasers of the hardware and 
implement stock of the Sanford Hard- 
ware Co. 

OKMULGEE, OKLA.—The new store 
building recently erected by the Mc- 
Cracken-Mitchel Hardware Co. is now 
occupied with a wholesale and retail 
stock of hardware and implements. 


ELLOREE, S. C.—The Funchess Hard- 
ware Co. has increased its capital stock 
from $3,000 to $10,000 and requests 
catalogs on a general line of hardware 
and sporting goods. 


MILBANK, S. D.—The Milbank Hard- 
ware Co. has commenced business here, 
dealing in the following, on which cata- 
logs are requested: Barn equipment, 
bathroom fixtures, belting and packing, 
builders’ hardware, churns, cream 
separators, cutlery, dairy supplies, 
electrical household specialties, flash- 
lights, fishing tackle, furnaces, garage 
hardware, gasoline, guns and ammu- 
nition, hammocks: and tents, heating 
stoves, heavy hardware, incubators, in- 
secticides, kitchen cabinets, kitchen 
housefurnishings, linoleum and _ oil 
cloth, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, phono- 
graphs, plumbing department, poultry 
supplies, prepared roofing, pumps, re- 
frigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, toys and games, and 
washing machines. 


ASHLAND City, TENN.-—B. F. Heath- 
man has sold his interest in the Ash- 
land City Hardware Co. to Hamilton 
Williams. 


ErRWIN, TENN.—The Tucker Hard- 
ware Co. has commenced business here. 


CLARKSVILLE, TEX.— The Marable 
Hardware Co. has been incorporated 
as successor to the F. F. Marable 
Hardware Co. 


NORDHEIM, TEx. — Rabenaldt & 
Wagenschein will install a new plate 
glass store front. 


Norton, VA.—The Wise Hardware 
Co., Inc., will erect a new building at 
Sixth and Park Avenue, and occupy it 
about Dec. 1. 


VANDYKES, Va.—W. J. Sisk, suc- 
cessor to E. Short, requests catalogs on 
builders’ hardware, crockery and glass- 
ware, cutlery, farm implements, flash- 
lights, fishing tackle, guns and ammu- 
nition, harness, heating stoves, kitchen 
cabinets, prepared roofing, pumps, 
sewing machines, shelf hardware, 
silverware, sporting goods, toys and 
games, and washing machines. 
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SELL SATISFACTION 


with every tool 


HE growth or shrinkage of your 

business rests with your customers. 
Your future depends upon whether or 
not your customers come back for more. 
The goods you handle must give satis- 
faction to your trade if you are to retain 
their good will. 


Satisfaction is built right into every 
Goodell-Pratt Tool. Materials, design, 
and workmanship are all up to the high- 
est standards. Goodell-Pratt Tools 
bring customers back for more. 


Take Screw Drivers for instance: 
You can buy plenty of screw drivers for 
less money than you pay for Goodell- 
Pratt’s, but why sell cheap Screw Driv- 
ers without profit to yourself or satis- 
faction to your customers? 


Our line of Screw Drivers embraces 
automatic, ratchet and plain in almost 
every style and size. We make all kinds 
but poor ones. There are sixteen pages 
of them in our catalog. 


If you need Screw Drivers before 
January 1st order them now. You can’t 
lose because we guarantee all of our 
prices against decline until that date. 






GOODELL-PRATT COMPANY 




















Greenfield ,Mass.,U.S.A. 











Titchener Co. Expands 


In order to expand its business, E. H. 
Titchener & Co., Binghamton, N. Y., 
has purchased the plant formerly 
occupied by the American Fork & Hoe 
Co., which will enable them to increase 
production on Bathwite bathroom fix- 
tures to a greater extent. The com- 
pany also makes a full line of wire 
specialties. The former  Titchener 
plant will be taken over by the Stewart 
Phonograph Co., Cleveland, Ohio. 


Stanley Works Issue New 
Catalog 

The Stanley Works are announcing 
the completion of their new general 
hardware catalog, under date of Oct. 
1. This new catalog contains addi- 
tions to the Stanley line of wrought 
hardware as well as the older well 
known products. Considerable care 
has been taken in compiling this new 
catalog to give the merchant as much 
information as possible concerning the 
Stanley products, such as weights, size 
and quantity of screws, method of 
packing, etc. A complete description 
of the products is given to enable the 
hardware buyer to intelligently sell and 
recommend the various styles of butts, 
hinges, bolts, etc., to the prospective 
buyer. 





Carey-McFall Co., Philadelphia, have 
issued a new booklet on their line of 
automobile body hardware, hearse 
mountings and lamps. 





Eshelman with Wickwire 
Spencer Corp. 

Sidney St. John Eshelman, New 

Orieaus, La., has been appointed as 

Southern sales agent for the Wickwire 

Spencer Steel Corp., Worcester, Mass. 

















Sidney St. J. Eshelman 








Notes of the Retail Hardware Trade 


“AN OUNCE OF PRE- 
PAREDNESS” 


In line with the editorial, “An Ounce 
of Preparedness,” which recently ap- 
peared in HarpwareE AGE, the Peck 
Company, St. Johnsbury, Vt., sends us 
the following envelope enclosure which 
the firm is sending out to its farmer 
customers: 


WOVEN WIRE FENCING 


Field fences are all worn out. Prices 
were high the past few years. Farmers 
could not buy. Now the prices are 
lower so they can buy. Vermont has 
30,000 farms, valued last year at $10,- 
000 each, or $300,000,000. Suppose each 
farmer bought ten rods (quite likely he 
would need 100 rods). That would be 
300,000 rods, or 100 carloads, with any- 
thing like a normal business. The man 
who starts after that business will be 
a winner. Do you say they are not 
ready to buy yet. We have handled in 
about four months some 15,000 rods 
with a minimum of effort—just shown 
a few farmers that the fence could be 
had at a fair price. We sell Pittsburg 
perfect field fence—welded—every rod 
guaranteed—or wrapped if preferred— 
in 10 and 20-rod rolls. Field fence, hog 
and poultry, any quantity. Special 
terms on 1000-rod and carload lots. 
The factory will gladly circularize your 
mailing list. What do YOU say? 


THE PECK COMPANY, 
St. Johnsbury, Vt. 


This is the sort of constructive work 
that pays profit dividends. The Peck 
Ccmpany is paving the way to bigger 
and better business by using its “ounce 
of preparedness” at just the proper 
time. Other progressive merchants can 
profit by their example. 


Dealers will be interested in the new 
booklet published by the Hoover Suc- 
tion Sweeper Co., North Canton, Ohio. 
The title of this book is “How to Judge 
an Electric Cleaner,” and its complete 
makeup is very pleasing. It has been 
called the De Luxe edition and deserves 
the name, as it is bound for permanent 
use, has heavy board covers and is 
printed on good paper. It is meant to 
be given by dealers to particularly good 
prospects. 


The Dexter Dealer 


Dealer helps are always of interest 
and the recently issued Dexter Dealer 
put out by the Dexter Co., Fairfield, 
Iowa, is no exception. This booklet in- 
cludes a complete sales scheme for Dex- 
ter dealers with suggested sales talks, 
sample advertisements for local papers 
and schemes for handling installment 
payments. 
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Mr. Bohm in the South 


John D. Bohm, well known as a sales- 
man for the Homer Furnace Co., Cold- 
water, Mich., has been appointed as 

















John D. Bohm 


manager of the company’s new South- 
ern branch. This new office is located 
at 72 Mariette Street, Atlanta, Ga., 
where a large stock of furnaces will be 
kept constantly on hand in a large 
warehouse built for the Atlanta branch. 
Mr. Bohm has been a very successful 
salesman in the East and South, and 
has traveled extensively in the terri- 
tory now under his jurisdiction. 






Trade Mark Decision for Smith 
& Hemenway 


In a recent trade mark suit instituted 
by Smith & Hemenway Co., Ine, 
Irvington, N. J., against the Rice Mfg. 
Co., Indianapolis, Ind., decision was 
rendered in favor of the plaintiff. The 
Federal Commissioner of Patents de- 
creed that Smith & Hemenway Co, 
Inc., had prior and exclusive rights to 
the trade name and trade mark “Red 
Devil’ as had been used by them many 
years, pertaining to the identification 
of tools, machinery and other hardware 
specialties. 


To assist dealers in the handling of 
their brushes the John L. Whiting-d. J. 
Adams Co., Boston, Mass., have issued 
the Manual of Whiting-Adams brushes. 
This booklet is available to all inter- 
ested hardware dealers. It includes 4 
condensed list of brushes sectioned 
into trade classifications. 








